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ILLUSTRATED 


s 


-top in its field 
af jowest “St 


Distinctive, alive, colourful... with the highest mass circulation, and 
the lowest page-rate per 1.000 copies sold, of any magazine in its field. 
No wonder ILLUSTRATED is increasing its lead as Britain's greatest 
selling picture-weekly ...no wonder advance bookings are higher 
today than for any other equivalent period! 

Advertisers, who fully appreciate how important timing is to their 
sales campaign in competitive 1954, are making their reservations 
now. To be sure of ILLUSTRATED support at the right time—your 
time—be advised, make your reservations now. 
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ADVERTISER'S WEEKLY 


SIX PAGES 


OF 


“CLASSIFIEDS” 


Last weck’s issue of “ Advertiser's 
Weekly” carried SIX PAGES of 
Classified Advertising—an all time 
record-—proot that more and more 
advertisers are finding that 
“Ad. Weekly” Classifieds PULL 


Why not ‘boost 
the BIF? 


Sirk.-With reference to the in- 
teresting article contributed 
under the pseudonym, “A, Gora” 
to your October 8 issue, if the 
reputation of the B.I.F. is less 
than it deserves, is this not per- 
haps the fault of all of us? I 
am prompted to this thought by 
comparing the attitude of the 
average Briton to the B.I.F. with 
that of the average Swede to his 
own counterpart, St. Erik’s Fair. 
This Swedish fair is, of course, 
on a much smaller scale than the 
B.L.F., but it has become an 
institution in Sweden which en- 
joys immense popularity not only 
with people directly connected 
with it, but with practically every- 


THIS WEEK 
News-feature dealing exclusively 
with public relations begins —- 


page 169. 

NEXT WEEK 
Survey of the agricultural 
market. 
body of Swedish nationality. 


Goodwill for the Fair seems to 
grow on trees in Sweden. 

This may be partly due to local 
patriotism, and is undoubtedly 
due to the fact that the Swedish 
business community fully realises 
the many indirect benefits which 
accrue to a country from an in- 
ternational fair of this type; 
people working in travel organis- 
ations, shipping lines, railways, in 
shops, in the building trade, in 
the press, in advertising and, in 
fact, in almost every type of busi- 
ness occupation, are aware of the 
importance of St. Erik’s Fair to 
themselves and can be counted 
on to do their share of publicity 
for it. 

The B.I.F., the biggest fair of 
its kind in the world, surely has 
little, if anything, to learn from 
St. Erik's Fair, but the British 


knitwear & stockings ....... 


To The Editor... 


citizen who directly or indirectly 
benefits from the Fair has cer- 
tainly plenty to learn from the 
Swede who is similarly related to 
St. Erik’s Fair. 

_ Surely, if everybody represent- 
ing interests complementary to 
the B.1.F. were to take the many 
opportunities offered to show 
that he is proud of the Fair both 
as 4 national institution and as a 
great international enterprise, it 
would help enormously in build- 
ing up interest and enthusiasm 
for the Fair both in this country 
and abroad. 

The main difficulty is not — 
people speak ill of the B.LF.; 
is rather that they neglect to so 
their opportunities of speaking 
well of it. Only the British could 
ignore an event of this type 
which year after year brings 
thousands of buyers from the 
ends of the earth to take their 
pick of the best products of our 
industry and enterprise. 

JUST BoRTHEN. 
Joshua B. Powers Ltd. 


How tutors 
are shackled 


Sik, Whilst agreeing with 
many of the broad principles on 
advertising education laid down 
by George Worledge at the Ad- 
vertising Clubs’ Conference, | 
cannot, on behalf of conscien- 
tious jecturers, let one of his 
statements pass unchallenged in 
its existing unqualified form, as 
reported. 

The statement that “Good in- 
structors cannot be had at any 
price” is both sweeping and mis- 
leading, unfair to lecturers who 
devote their services with a pre- 
dominantly altruistic motive, and 
compels the examination of cer- 
tain relevant facts. 

Despite the best efforts of lec- 
turers, certain aspects of the 
“working conditions” are more 
responsible for the pass percent- 
age not being higher, than the 
tuition given, 

Among these aspects are: 

At most colleges, the course 
time allotted for a very full Ad- 
vertising Association syllabus is 
under 30 hours. 

From this time must be de- 
ducted: The marking of regis 
ters, entry of a précis of the lec 
ture, setting of home-work, col- 
lection and distribution of this, 
replying to individual students’ 
queries, etc. At the particular 
college where I lecture, postcards 
have also to be completed, with 
an outline of the lecture, ad- 


dressed, and sent to absentee 
students. All this in a lecture 
period ol one hour! 

ihe examination questions set 
by the Adverlising Association 
frequently deviate trom the gyl- 
labus, which, as lar 4» Can ode 
seen, has not been varicd lor a 
long tume, 

Ine secrecy which appears to 
surround the standard iccessary 
to pass the Advertising Associa- 
tion examuna 
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33 Lee Road, 
Perivale, Middlesex. 


J. MELLOR. 


Experience could 
be pooled 


Sik.—I was a little dismayed by 
the almost cavalier fashion in 
which Mr, Worledge dismissed 
the efforts of the not inconsider- 
able number of members of the 
profession who give up their 
spare time to prepare students 
for D.A.A, and LI.P.A. examina- 
tions. 

As Mr. Worledge’s other points 
are sound and made with obvious 
conviction, might it not be pos- 
sible for him or for another in- 
terested body to organise a con- 
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“Ad. Weekly 
CLASSIFIEDS 


bring results® 


PHONE YOURS 
NOW TO 


CHANCERY 8844 


EXTENSION 25 


WA 
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Funny bone of 


contention 

Sir,—-How true is the theme of 
Mollie Smith’s letter concerning 
humour in advertising (October 
1), but hasn’t she transposed 
cause and effect? 

We know from experience that 
many advertisers are willing to 
introduce humour in their ap- 
proach when the agent sug- 
gests humour to them. In other 
words the shortage is of humor- 
ously inclined agencies rather 
than of clients. 

L. J. Fow er. 
Director, 
L. J. Fowler & Co., 
Edgbaston, Birmingham. 
%* More Letters—page 128 
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STUART MANCER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LTD., TOWER HOUSE, 
' SOUTHAMPTON STREET, STRAND, LONDON, W.C.2. TEMPLE BAR 4363 (40 Lines) 
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ADVERTISER'S WEEKLY 


SIX PAGES 


OF 


“CLASSIFIEDS” 


Last week's issue of “ Advertiser's 
Weekly" carried SIX PAGES of 
Classified Advertising—an all time 
record—proot that more and more 
advertisers are finding that 
“Ad. Weekly” Classifieds PULL 


Why not ‘boost 
the BIF? 


Sir.-With reference to the in- 
teresting article contributed 
under the pseudonym, “A. Gora” 
to your October 8 issue, if the 
reputation of the B.LF. is less 
than it deserves, is this not per- 
haps the fault of all of us? | 
am prompted to this thought by 
comparing the attitude of the 
average Briton to the B.LF. with 
that of the average Swede to his 
own counterpart, St. Erik’s Fair. 
This Swedish fair is, of course, 
on a much smaller scale than the 
B.LF., but it has become an 
institution in Sweden which en- 
joys immense popularity not only 
with people directly connected 
with it, but with practically every- 


THIS WEEK 
News-feature dealing exclusively 
with public relations begins — 

page 169. 


NEXT WEEK 


Survey of the agricultural 
market. 


body of Swedish nationality. 
Goodwill for the Fair seems to 
grow on trees in Sweden. 

This may be partly due to local 
patriotism, and is undoubtedly 
due to the fact that the Swedish 
business community fully realises 
the many indirect benefits which 
accrue to a country from an in- 
ternational fair of this type; 
people working in travel organis- 
ations, shipping lines, railways, in 
shops, in the building trade, in 
the press, in advertising and, in 
fact, in almost every type of busi- 
ness occupation, are aware of the 
importance of St. Erik’s Fair to 
themselves and can be counted 
on to do their share of publicity 
for it. 

The B.LF., the biggest fair of 
its kind in the world, surely has 
little, if anything, to learn from 
St. Erik’s Fair, but the British 


To The Editor. 


citizen who directly or indirectly 
benefits from the Fair has cer- 
tainly plenty to learn from the 
Swede who is similarly related to 
St. Erik’s Fair. 

Surely, if everybody represent- 
ing inierests complementary to 
the B.I.F. were to take the many 
opportunities offered to show 
that he ts proud of the Fair both 
as a national institution and as a 
great international enterprise, it 
would help enormously in build- 
ing up interest and enthusiasm 
for the Fair both in this country 
and abroad. 

The main difficulty is not that 
people speak ill of the B.IL.F.; it 
is rather that they neglect to use 
their opportunities of speaking 
well of it. Only the British could 
ignore an event of this type 
which year after year brings 
thousands of buyers from the 
ends of the earth to take their 
pick of the best products of our 
industry and enterprise. 

Just BORTHEN. 
Joshua B. Powers Ltd. 


How tutors 
are shackled 


Sin,—Whilst agreeing with 
many of the broad principles on 
advertising education laid down 
by George Worledge at the Ad- 
vertising Clubs’ Conference, | 
cannot, on behalf of conscien- 
tious lecturers, let one of his 
statements pass unchallenged in 
its existing unqualified form, as 
reported. 

Ihe statement that “Good :n- 
structors cannot be had at any 
price” is both sweeping and mis- 
leading, unfair to lecturers who 
devote their services with a pre- 
dominantly altruistic motive, and 
compels the examination of cer- 
tain relevant facts. 

Despite the best efforts of lec- 
turers, certain aspects of the 
“working conditions” are more 
responsible for the pass percent- 
age not being higher, than the 
tuition given, 

Among these aspects are: 

At most colleges, the course 
time allotted for a very full Ad- 
vertising Association syllabus ts 
under 30 hours. 

From this time must be de- 
ducted: The marking of regis- 
ters, entry of a précis of the lec 
ture, setting of home-work, col- 
lection and distribution of this, 
replying to individual students’ 
queries, etc. At the particular 
college where I lecture, postcards 
have also to be completed, with 
an outline of the lecture, ad- 


dressed, and sent to absentee 
students. All this in a lecture 
period of one hour! 

ihe cxamination queslions set 
by the Adverusing As ociation 
trequently deviate trom the gsyl- 
labus, which, as lar 4 Can oe 
seen, has not been varied lor a 
long tme, 

ine secrecy which appears to 
surround the standard iccessary 
to pass the Advertising Associa- 
tion examinations. 

Students themselves Many 
come to classes wilhoul possess- 
ing the flexible mind Nevessary to 
succeed in the adverusing pro- 
lession, and merely endeavour lo 
commit ceriain things to mind 
“parrot tashion. Attendance 
(by certain students) is “patchy” 
and only in the latter slages ol 
the course do some studcats wake 
up to the tact that they had bet- 
ler apply themseives—too late! 
Few endeavour to supplement 
their tuition in class with external 
study. 

Ine standards necessary to 
enter for the examinations need 
review. | have had many intelli- 
gent, practical publicity men and 
women who are disappuinted be- 
cause some slight educational 
reason excludes their enuy. Other 
people are eligible because they 
have obtained matriculation or 
an equivalent admission standard, 
bul as prospective publicity per- 
sonne] they just haven't got the 
right outlook. Therefore, a group 
who would make useful members 
of the advertising profession are 
barred and discouraged; others 
who would olten prove hopeless 
are eligible. 

These are some of the factors 
whicn influence the standards of 
class education in advertising and 
should be torne in mind when 
considering such a slatement as 
Mr. Worledge makes. 


J. MELLOR. 
33 Lee Road, 
Perivale, Middlesex. 


Experience could 
be pooled 


Sik.-—1 was a little dismayed by 
the almost cavalier fashion in 
which Mr. Worledge dismissed 
the efforts of the not inconsider- 
able number of members of the 
profession who give up their 
spare time to prepare students 
for D.A.A, and LI.P.A. examina- 
tions, 

As Mr. Worledge’s other points 
are sound and made with obvious 
conviction, might it not be pos 
sible for him or for another in- 
terested body to organise a con- 
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“Ad. Weekly 
CLASSIFIEDS 


bring results” 


PHONE YOURS 
NOW TO 


CHANCERY 8844 


EXTENSION 25 
EL ER 


ference of tutors in advertising to 
discuss this problem of improv- 
ing standards with the various 
educational committees? 

I, for one, would be grateful 
of the opportunity to meet my 
colleagues and all of us would 
benefit from the pooling of our 
experience and ideas. 

A. H. Davies. 
Research manager, 
Greenlys Ltd. 


60 years and still 


going strong 

Sir,—The question “Who has 
held an account longest?” by 
Mrs. P. L. Brunner (“A.W.” 
October 1) is especially interest- 
ing in view of your recent 
reports on  Benson’s diamond 
jubilee. 

The Benson/Bovril, J. & J. 
Colman, Huttons’ Irish Linen 
associations, still continuing after 
60 years or so, will, I imagine, 
take a lot of beating, although I 
have an idea that Mather & 
Crowther might possibly be able 
to trump Benson’s ace. It may 
be that, anyway, Mrs. Brunner’s 
answer will turn out to be within 
the Benson/Mather association. 

ARTHUR L. CULYER. 
7 North Drive, 
High Wycombe. 


Funny bone of 


contention 

How true is the theme of 
Mollie Smith’s letter concerning 
humour in advertising (October 


Sir,- 


1), but hasn’t she 
cause and effect? 

We know from experience that 
many advertisers are willing to 
introduce humour in their ap- 
proach when the agent sug- 
gests humour to them. In other 
words the shortage is of humor- 
ously inclined agencies rather 
than of clients. 


transposed 


L. J. Fow er. 
Director, 
L. J. Fowler & Co., 
Edgbaston, Birmingham. 
% More Letters—page 128 
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STUART MANCER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LTD., TOWER HOUSE, 
SOUTHAMPTON STREET, STRAND, LONDON, W.C.2. TEMPLE BAR 4363 (40 Lines) 
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ADVERTISER'S WEEKLY 


Bee ** WILD HORSE RACE '' — This photo, taken 
B' by Harry Befus, staff photographer of The 
-z Colguen Herald, catches the action in one of 


the most interesting events of the ‘‘ Calgary 
Stampede."’ In 1952 it won the national award 
in feature photography at Toronto in a show 
sponsored by The Toronto Men's Press Club. 


¥ The 7 Southam Newspapers 
" The Ottawa Citizen 
ol The Hamilton Spectator 


The Winnipeg Tribune 


The Medicine Hat News 


The Edmonton Journal 


The Calgary Herald 


The Vancouver Province 


+a 


The Edmonton Journal - The Calgary Herald 
The Medicine Hat News 


THREE OF THE SEVEN 


can’t hold Alberta back ! 


The eyes of the world are on Alberta, Canada, with its vast oil 
development (60,000,000 barrels of crude in 1952); its natural 
gas; its pipe lines; its great mineral wealth; its lumbering and 
fishing; its resulting industries; chemical and cellulose acetate 
plants; oil refineries; flour and feed mills; potteries; glass works; 
cement works; meat packing and hydro electric power plants. 
Then there is agriculture with its irrigation projects still the 
leading industry. The millions of dollars invested in the develop- 
ment of the vast resources of this rich province clearly indicate 
the confidence leading industrialists and business men have in 


its future. With this initiative and enterprise you simply “* can't 
hold Alberta back.”’ 


Three of the Southam Newspapers, The Edmonton Journal, 
The Calgary Herald, and The Medicine Hat News cover important 
markets in this fast growing province. Their combined daily 
circulation of 148,000 reaches over 500,000 readers each publish- 
ing day. These readers working and living in prosperous com- 
munities have a per family annual spendable income averaging 
$5,133.00. The annual per family retail sales in these communities 


averages $4,212.00. Are you getting a share of this profitable 
market? 


Advertisers interested in ful! market data please 
write or ‘phone our London representative, 


Mr. F. A. Smyth, 34-40 Ludgote Hill, London, E.C.4; 
City 2784. 


SOUTHAM NEWSPAPERS OF CANADA 


Octoper 15, 1953 
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‘B.B.C. Quarterly’ publishes 
jibes at advertising 


‘Blatant and 
superficial’ 


Some surprising comments on 
advertising appear in the latest 
issue of “B.B.C. Quarterly” out 
yesterday (Wednesday). 

Peter Laslett, a Cambridge don, 
writing on “Broadcasting and 
Mass Society,” says: “The sur- 
prising thing about advertising is 
not how effectively it sells goods 
but how little it is believed.” 

Mr. Laslett contends: “The 
writer of advertiser's copy is paid 
to devise ways of treating the 
greatest possible number of 
people’s minds as a mass market. 
He knows he must flatter and 
dazzle, blatantly assert, and even 
sometimes appear to convince by 
argument, but at all costs he must 
be superficial: he must never as- 
sume more than the easiest 
general knowledge of any subject, 
he can never expect his (predom- 
inantly unwilling) reader to con- 
centrate his attention for more 
than a few seconds. 


Reference to ‘Mein Kampf’ 


“It can be argued that for 
nearly all of the tme broadcast 
programmes must conform to a 
pattern somewhat like this if they 
are to have any audience. 

“However different their aims, 
the advertiser and the broadcaster 
have one thing in common: they 
must both recognise that al] they 
can ever do can be done only by 
titilating the surface of the popu- 
lar mind, as lightly and easily, 
with as much banality and cliché, 
as they possibly can. For that is 
the nature of the mind of a mass 
society, and it is not within their 
capacity, certainly not to the ad- 
vertiser’s interest, to make it any 
different. 

“All these features of the mind 
of the masses are well enough 
known: their classic exposition is 
to be found in Mein Kampf.” 


Miss M. Berry weds 

Miss Mary Berry, only daughter 
of Ewart Berry, director and adver- 
tisement director, Kemsley News- 
papers, was married yesterday 
(Wednesday) at All Souls, Langham 
Place, to Michael John Farmiloe, of 
the paint manufacturers. 


ISBA probing costs 
of film advertising 


HE cost of showing advertising films is being “watched 
closely” by the Incorporated Society of British Adver- 
tisers. The Socicty’s film committee have been asked to study 
recent changes in the cost per 1,000 viewers. 
PIITITITTITITITITI TTI TTTT TTT Titi Leadeis of the commercial film 


4 e industry are examining figures 
Negotiations quoted in the /.8.B.A. News-Sheet 
. 
on newsprint 


circulated yesterday (Wednesday). 
In spite of a rising demand 


They told ADVERTISER'S 
WeekLy last oight that they 

for newsprint in the United 

States and, indeed, all over the 


In America with 13 of Britain's top 
rocket, jet engine and advanced air- 
craft design leaders—who are hav- 
ing secret talks with Government 
officials and heads of the U.S. avia- 
tion industry—is Patrick Dolan, head : world it is hoped that Britain's 
of London advertising agency Dolan : supplies from Canada will be 


would make no comment until 
they had fully analysed the 
1.S.B.A, statement. 

The News-Sheet states: 

“Total attendances from Janu- 
ary to March 1953 were 
42,592,000 or 11°5 per cent fewer 
than in the corresponding quarter 


Davis Whitcombe & Stewart, and 
of Patrick Dolan & Associates, the 
public relations organisation. Last 
week the party were invited to the N Ss " 
White House for a discussion with manager, Newsprint Supply for 1950. During the twelve 
President Eisenhower. This picture ; Company, who has recently months ended March 1953 they 
shows some of the members of the ¢ : returned from a visit to the were 100,856,000 or 7:2 per cent 
team—the Hawker Siddeley Design : Canadian suppliers, with whom : fewe tha E 1950 

Council —in the grounds of the White he has reached certain atrange- : ee : 


secured on a favourable basis. 
This hope is held out by 
F. P. Bishop, M_P., general 


House (left to right) Patrick Dolan, y . “Screen advertising rates for 
who cvenged the visit; Sir Frank ments Gat ave per —— —_* the principal circuits are currently 
Spriggs, managing director of the mitted to the Gove ent for: based on the 1950 percentage of 
Hawker Siddeley Group and leader 3 ©BS4deration. ; 


. a : audience to seating capacity, after 
saree ins ae “aly 3 allowing for Saturday matinees, 
am i — f the fem Sunday performances at which 

se 4 y; advertising films are not shown 
owing to the rising id. s and other factors. In 1950 this 
~~ et = an ae that: Percentage was about 356 and 
a ti a p still i t; for practical purposes was taken 
aegees ‘Ge — on going on: as 35. On that basis the cost of 
with the Government porn a mah showing filmlets in the principal 
vg ll pemeneene Mey pe reg circuits worked out at 3s. 8d. per 
the tigh ung of th med thousand viewers and that of two- 
e tightness < it 2 eet minute advertising films at 25s. 
ouvnly ee “a ent: Pc thousand viewers for a 
in the immediate future, @ Continued in Stop Press on 
ccceccoossocccesocccccooscooonsesoocel back cover. 


of the team; Sir Roy Dobson, man- 

aging director of A. V. Roe & Co., 

Ltd., Manchester, and James Scott- 

Hall, chief of the British Joint 
Services Mission. 


Agency TV chief 

Erwin Wasey & Co., Ltd., an- 
nounce the appointment. of 
Charles Lee Hutchings as radio 
and television director. 


He has just arrived from New 
York. 


“seeeeeas S222 2285; 


SERVICE 


The Official Journal of NALGO 
CIRCULATION September 1951 231,500 
STILL s 1952 240,000 


GOING UP! » 1953 252,500 


£140 page. Type Area 9}" x 7” 
Reginald Harris Publications Lid., 3 Stanhope Row, Mayfair, London, W.1 * GROsvenor 3879 1361 
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ADVERTISER'S WEEKLY 


Agency support 
for ‘Evening 


News’ exhibition 


In addition to the public, 
many members of agency 
staffs, studios, commercial art 
schools, and blockmakers have 
already visited the “Evening 
News” Gallery of Commercial 
Art at that paper’s West End 
Centre, Regent Street. 

This, the fourth annual display 
of artists’ originals in black and 
white, wash and colour for press 
and poster advertising, will be on 
show unti!] November 14. Forty- 
five leading advertising agencies 
have contributed work by many 
of the country’s most noted 
commercial artists, and British 
Railways and London Transport 
have also supplied original poster 
designs. 

Looking back 100 years 

Particularly interesting is a 
double-sided panel, provided by 
Colman, Prentis & Varley Ltd., 
of advertisements tracing © the 
development of commercial art 
over the last 100 years. Printed 
comments on the panel draw 
attention to various stages of 
development revealed in the ad- 
vertisements themselves. 1853 is 
characterised by great dignity in 
typography even for the adver- 
tisement for an “improved wash- 
ing preparation, one peany packet 
ot which is worth ten penny- 
worth of soap.” In 1893, illustra 
tion has come to the advertiser's 
aid. Layout is still “muddling 
along” in 1911, with sex appeal 
provided by a crude drawing of 
the Bird's) Rhubarb Girl. A 
“clean wind trom the Continent” 
blows through the advertising of 
1931; “geometry is the designer's 
new god.” 1951 achieves “jour 
nalism = plus--facts — presented 
with imagination.” In 1953, we 
are told, “inspired simplicity is 
the keynote.” Illustration com- 
pels attraction; copy sells with 
some subtlety; typography exem 
plifies good taste with suitability 
to subject 


Surrealism ‘out’ 


These claims (writes an ADVER 
TISER'S WEEKLY critic) are pretty 
well borne out by the main dis 
play. Many of the advertise- 
ments are very well known, and 
a wide range of commodities 
from agricultural machinery to 
cosmetics are represented, Attrac 
tiveness, effectiveness, and very 
good execution are the most dis- 
tinctive qualities. The highbrow, 
the modernistic, the impressionis- 
tic, the surrealistic, are “out.” 
This is an exhibition for the 
middlebrow. And very good too 

Leading advertising agents rep 
resented in’ the display” are 
Allardvce Palmer Ltd. Arm 
strone-Warden Ltd... Auger & 
Turner Ltd., S. H. Benson Ltd., 
Clifford Bloxham & Partners 


Ltd, T. Booth Waddicor & 
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Cross section of commercial art 


The fourth annual display of artists’ originals in black and white and colour 
for press advertising draws big crowds daily at the “Evening News’ West 


knd Centre, 9S Regent Street, W.1. 
November 14. 

Partners Ltd., T. B. Browne Ltd., 
R. S. Caplin Ltd., C. R. Casson 
lid. W. SS. Crawford Ltd., 
Dorland Advertising Ltd., Down- 
tons Ltd., Dudley Turner & 
Vincent Lid., W. H. Emmett & 
Co., Ltd., Erwin Wasey & Co., 
ILtd., The S. T. Garland Adver 
using Service Ltd., Godbolds 
Ltd, Graham & Gillies Ltd., 
Greenlys Ltd. Charles Fb. 
Higham Ltd., Industrial Publicity 
Service Ltd., Lambe & Robinson 
Lid., London Press Exchange 
Lid., MacLaren Advertising Co., 
Ltd., Clitford Martin Ltd., 
Edward Martin Harvey Adver- 
tising Service Ltd., Masius & 
Fergusson Ltd., Mather & 
Crowther Ltd... MeCann-Erickson 
Advertising Ltd., C. Mitchell & 
Co., Ltd., S. C. Peacock Ltd., 
F.C. Pritchard Wood & Partners 
Ltd., Rex Publicity Ltd., G. §S. 
Royds Ltd., Samson Clark & 
Co., Ltd., Saward Baker & Co., 
Litd., Scott-Turner & Associates 
Lid., Smith’s Advertising Agency 
Lid., Stephens Advertising Ser- 
vice Ltd., Stuart Adveriising 
Agency Ltd., Technical & 
General Advertising Agency Ltd., 
J. Watter Thompson Co., Ltd., 
©. Vernon & Sons Ltd., Willing’s 
Press Service Ltd, Young & 
Rubicam Ltd. 


Children submit 


ad. layouts 


Alick Stuart Ltd., one of 
Raleigh Industries distributors in 
Rhodesia, recently organised a 
competition for children up to 
16 years of age. Youngsters living 
in Bulawayo and district, and in 
Northern Rhodesia, were invited 
to draw up a 12 in. double column 
advertisement featuring Rudge 
bievcles 

The competition attracted a 
Wide response and a selection of 
entries was subsequently = dis 
plaved in the shop windows otf 
the organiser, 

Adjudication was carried out 
by an impartial panel of judges 
including the advertisement man 
ager of the Bulawavo Chronicl 

Prizes of Rudge bicycles were 
awarded for the three best lay 
outs 


The gallery will remain open until 


Admission is free. 


OcrosBer 15, 1953 


Danger of censorship 


LCC complain 
about poster 


The danger of censorship 
being introduced unless tghter 
control was exercised to prevent 
the use by exhibitors of offen- 
sive film posters was stressed at 
a recent meeting of the London 
and Home Counties branch of 
Cinema Exhibitors’ Association. 

Ihe meeting was discussing a 
complaint from the London 
County Council regarding a 
poster for the film “Forbidden 
Rapture” which features a nude 
woman with the caption: “You 
gave your head, I give my body.” 

The poster is part of a cam- 
paign book supplied by Inter- 
national Film Distributors and 
the C.E.A. have now asked the 
company to withdraw it. 


How trade 


papers can 


help British industry 


ioe garmeats shown at the National Fabric Fair and 
Fashion Parades sponsored by Fashions and Fabrics 
and held last week at Festival Hall are now on their way to 
New Zealand and Australia. There they will be shown ,in 
leading stores four to six weeks in advance of the royal tour. 


This venture and the display to 
which it is a seque] are quoted by 
V.G. Sherren, director of National 
[rade Press and organiser of the 
exhibition, as yet another example 
of the way the trade papers help 
British industry, 

This is the third year in which 
Fashions and Fabrics has organ- 
ised the display and the second in 
which the British Rayon and 
Synthetic Fibres Federation co 
operated. It was seen by more 
than 12,000 buyers, and over a 
million yards of fabric were sold 

National Trade Press textile 
journals were prominently dis 
plaved. The exhibition received a 
great deal of editorial publicity 
in the national and evening papers 
both in London and the provinces 
and also on the B.B.C. 

Valuable co-operation is being 


— 


Some of the newest fa 
National Fabric Fair a 


rom the rayon industry 
oyal Festival Hall and this picture shows part 


received from B.O.A.C. in the 
dispatch of the garments to 
Australasia. The display will open 
at the big Milne & Choice store 
in Auckland, on October 24, and 
thereafter it will go to other big 
New Zealand and = Australian 
stores, where displays of British 
fabrics in the fashion departments 
will be shown at the same time 
as fashion parades in other parts 
of the stores. Valuable publicity 
tor British fabrics, for London 
as a world fashion centre, and for 
Fashions and Fabrics, is expected. 

November issue of Fashions 
and Fabrics will carry a big ad- 
vertising content in support of a 
review of the London display. 

Mr. Sherren states that Festival 
Hall has been booked again for 
the display during the same week 
next Vear. 


were on view at the 


oj} the display staged by British Rayon and Synthetic Fibres Federation. 
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ADVERTISER'S WEEKLY 


TV WITH ADS. NEXT YEAR 2° 


No sponsoring, and ‘firm but flexible’ control 


GOVERNMENT DECIDE TIME IS RIPE 
TO LICENCE COMPETITIVE STATIONS 


F the Government’s latest plans go through there will be 
I competitive TV with advertising in Britaia by the end of 


next year. 


At the annual conference of the Conservative Party the Post- 
master-General, Lord De La Warr, announced that the Govern- 
ment felt the time had now come when they could go ahead 
with the scheme to provide an alternative to the B.B.C, service. 


The night before this official 
statement was made, Norman 
Collins had told ADVERTISER'S 
WEEKLY (exclusive October 8) 
that if a licence were granted by 
January 1 a competitive service 
could begin by the end of 1954. 

Lord De La Warr, at the Con- 
servative Conference, accepted a 


resolution — carried by an over- 
whelming majority — which 
directly supported the Govern- 


ment’s declared policy. 

He said the Government's view 
was made clear in May, 1952. All 
they were doing now was remov- 
ing the qualification then made 
about the timing of the proposal. 
The Government felt that the 
time had now come when they 
could in fact proceed. 

Thev were going to proceed on 
two legs of volicy. One was that 
there should be a second tele- 
vision programme provided by an 
alternative body or bodies to the 
B.B.C. Secondly, they were deal- 
ing with a colossal new force. 
and it was only right to proceed 
with certain caution and safe- 
guards. 


Fears exaggerated 


The Government felt that many 
fears against this innovation were 
much exaggerated, but equally 
they felt it would not be right to 
brush aside those fears lightly 

They were pot going to adopt 
the United States system of 
television broadcasting. The 
B.B.C. would continue, and there 
would be no sponsoring what- 
ever. There was a firm distinc- 
tion between advertising and 
sponsoring. 

There would also be a form of 
control which he was anxious 
should be reliable, strong. and 
flexible. The less day-to-day in- 
terference they had, the better it 
would be. He did not believe that 
programmes which would shock 
anyone here would be accepted 
by the public or considered good 
business by advertisers. 

He hoped delegates would not 
press the matter of a free vote in 
Parliament. The Government 
realised the tremendous force for 
good or evil of this great inven- 
tion, and the responsibility of 
handling the question. They he- 
lieved. too, that when the public 
saw their proposals the majority 
of reasonable peonle would fee! 
they had been able to provide an 
alternative system of television 
broadcasting here in a wise and 


Colour sooner with 
‘competitive TV’ 


Ronald Simms, secretary of: 
:the Popular Television Asso-: 
:ciation, said at Birmingham: 
that under the spur of compe-: 
tition the B.B.C, would take: 
less than the ter years it had: 
given itself to introduce colour: 
television, 
Colour television could: 
(though not necessarily would): 
be introduced within two: 

: vears. 
: Mr. Simms said that if the: 
: Government decided to allow: 
:competition, Birmingham: 
: would probably have its own: 
: competitive station working: 
thv December next year. : 


OOOO EEE EOE EEE HEHEHE EES 


thoroughly statesmanlike manner 

Most likely pattern of competi 
tive TV development is a station 
in London, followed quickly by 
others in Birmingham = and 
Manchester. 


Christmas pack 


Ind Coope & Allsopp have 
produced this Christmas gift pack 
for their barley wine, Arctic Ale 
Decorated with holly leaf pat- 
terns and with a cheery “To— 
From” label, the pack is designed 
to hold six nips of Arctic Ale, It 
will be on sale in all Ind Coope 
houses and in free trade off 
licences and other outlets 

A leaflet issued with each pack 
contains a brief history of this 
ale and recipes tor Arctic Ale 
Christmas pudding and Arctic 
Ale punch. 

A heavy advertising campaign 
for Arctic Ale and the pack will 
appear in national newspapers 
during November and December. 

The pack, which was made by 
Eburite Ltd.. of Park Royal, 
London, was designed by the 
London Press Exchange in con 
junction with Ind Coope & AIll- 
sopp advertising department. 


Mills & Rockleys Ltd. co-operated with Coventry Corporation in 
providing this poster site screen over the entrance to a new market 
which has beer built on a bombed site in Corporation Street, Coventry. 


Randolph ealls on the advertisers 


Randolph Churchill, who again 
charged a small section of the 


press with “purveying porno- 
graphy.” told Manchester Pub- 
licity Association: 


“I gather that a lot of you here 
are connected with the advertis- 
ing business. This brings you 


great power and responsibility. 
“Why not try using it to see 
that most of your advertisements 
20 into those papers Which main- 
tain the highest standards? 
“We could make a complete 


transformation 
act in that sense.” 


you would all 


irect mail 
tax victory 


Most direct mail letters will no 
longer be liable to purchase 
tax following a decision of the 
Board of Customs and Excise 
that came into effect on Mon- 


day. 
In essence, the decision means 
this: Where there is some 


space in the body part of the 
letter for additional writing or 
typing before the letter is used, 
the letter is defined as station- 
ery and is subject to purchase 
tax. 

But any space or provision for 
adding a date, name and ad- 
dress, salutation, signature, 
ete., to a letter the body part 
of which is otherwise complete, 
does not attract purchase tax. 

Most direct mail comes, of 
course, in the second category. 

The Board's decision has come 
after many personal represen- 
tations over a long time by 
the council of the British 
Direct Mail Advertising Asso- 
ciation and in conjunction 
with the Purchase Tax Joint 
Standing Committee of the 
Paper, Printing and Stationery 
Trades. Hugh Bourne is the 
B.D.M.A.A. representative on 
the Committee. 


No paper with 
your pint 


Charrington’s have abandoned 
a scheme to sell the Evening News 
through over 1,000 London pub- 
lic houses, Lack of interest by the 
publicans coupled with protests 
by the National Federation of 
Newsagents is the cause. 

Man behind the idea was W. A 
O'Donnell, Charrineton’s public 
relations officer. He thought it 
would stimulate trade. Comment- 
ing on the protests by newsagents 
Mr. O'Donnell told Apvertiser's 
Werkty: “I still don't think the 
National Pederation had much to 
protest about Pretty well every 
shop is closed by 6 or 6.30 pm 
Only the street might be 
affected.” 

The Fvenine News have stated 
that the use of their name was en 
tirely unauthorised 


seller 


Mare Medley 


coupon offers 


Several novel devices are being 
used by Thomas Hedley & Co. in a 
marketing scheme which has just 
started in London and the Home 
Counties 

Packets of Tide which carry a 
coupon offering a sixpenny reduc 
tion on a canister of “new frag 
rant Mirro” are now being sold 

A Daz coupon (‘worth 10d. when 
you buy one giant packet or two 
large packets") is being sent out, 
and in the same envelope is a 
coupon for Mirro Cworth three 
pence when you huy one giant 


canister"). Posters support the Daz 
coupon offer 
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ADVERTISER'S WEEKLY 


Gordon & Gotch 


centenary 
celebrations 


To celebrate the centenary of 
its parent firm, Gordon & Gotch, 
a luncheon was given on Tues- 
day at the Connaught Rooms by 
Gordon & Gotch Advertising 
Ltd. Guests included clients of 
the agency. 

Proposing the toast of the 
agency, Arthur Andrews, chair- 
man, The Mentmore Manufac- 
turing Co., Ltd., said his firm had 
been clients of Gordon & Gotch 
for nearly 30 years. ; 

Leslie W. Berrill, chairman 
Gordon & Gotch Ltd. and asso- 
ciated companies, responding, re- 
called that Gordon & Gotch 
Advertising had only been estab- 
lished as a separate entity for 
four years. During this time it 
had made solid and substantial 
progress, but advertising had 
been a vital part of the Gordon 
& Gotch service during the 
whole century. Gordon & Gotch 
Advertising, under the stimulat- 
ing leadership of its managing 
director, J. H. Cocks, had built 
up that mutual confidence and 
goodwill between all members 
of its staff that was so essential 
to successful work for an 
agency's clients. a 

Proposing “Our Guests,” Mr. 
Cocks specifically | mentioned 
W. Grundy, of Tomlinson & 
Hayward Ltd., which had 
placed advertisements through 
Gordon & Gotch for 80 years and 
G. R. B. Patterson, senior trade 
commissioner, Australia House. 


PPTTTTTT ttt eel 


ADVERTISING 
DIARY 


Friday, October 16 

: Rr ious Weexty Press Gaour 
annual luncheon Speaker: Sir 
David Maxwell Fyfe, Home Seere-« 
tary. Criverion Restaurant. | p.m. ¢ 

INSTITUTE OF PUBLIC RELATIONS. § 
Visit to Reuters and Press Associ 
ation. 3 p.m, 

ANNUAL PRESENTATION OF DiP- 
tomas by EB. J. Robertson, presi- 
dent of the Advertising Association. 
Church House, Westminster. 6.30 


m. b 
§ Monday, October 19 : 
Pusucrry Crus or LONDON,« 


Cyrus Ducker and Norman Collins $ 
on “Commercial TV." Waldorf > 
Hotel. $ 

Pusuicrry Cius or Leeps. Open-¢ 
ing night for public speaking sec- 5 
tion. Peel Restaurant. 6.15 p.m; 

East ANGLIAN Pusticrry CLus.. 
Room on “The Advertising = 


Ipswich. 7.30 p.m 
Tuesday, w 
. Barris SaLes PROMOTION ASsso-*5 
= cuttin, A, Bruce : 
“Do agency services to sales pro-. 
motion end with advertising?” 85 
Hill Street, W.1 s 
Barris ASSOCIATION OF INDUS- «+ 
vei. Eprrors. Vivian Ridler on? 
“Type and its use.’ 11 Bedford; 
Row, W.1. 630 p.m i. 
Reoent Apvertisinea Cus. Cecil. 
Meyer on ““Typography’ (educa-> 
tional lecture) 
ednesday, October 21 
ApveatisIng CLUB oF OXFORD 
Elizabeth Craythorne on “American; 
Snapshot.” City Restaurant. 6.30 


23 

Cis or = Perver- 
W. D. Hardie on “Ad-: 
vertising for sale in the retails 


IncorporaTED Sates MANAGERS" > 
Association. Week-end course on} 
sales planning. Ganticy Hall Adult; 
College, or, Ripon, York. . 


Club News 


Club honours 


Fred Slaughter 


Fred Slaughter, former gen- 
eral advertisement manager of 
the Kemsley provincial group 
and joint-founder of the Two 
Freds Cricket Match, was guest 
of honour at the Fleet Street 
Column Club on Monday at a 
dinner. 

Tom Clarke, proposing Mr. 
Slaughter’s health, referred to 
him as a giant of Fleet Street, 
who had gained its respect and 
affection, and a benefactor, who 
had organised the Fleet Street 
Week for Barts and (with the 
late Freddie WHarradence) the 
Two Freds Match for N.A.BS. 


Miss Gwen Palmer, director 
and manager of the Club, then 
presented Mr. Slaughter with a 


Sheffield plate twin vegetable- 
dish, on the cover of which was 
inscribed: To Fred Slaughter, 
presented to him by members 
and friends of the Fleet Street 
Column Club, on his retirement 
from Fleet Street, October 12, 
1953.” 
_ Acknowledging the presenta- 
tion, Mr. Slaughter recalled the 
formation of the Club ard ex- 
pressed his pleasure that, now 
he was nearing 65, friends he 
had made more than 48 years 
ago were still his friends. 
Among others who spoke were : 
Andrew Milne, Eric Field, E. R. 
Hull, H. R. Simmons, Tod 
Slaughter (the actor and brother 
of Fred Slaughter), George Clark- 
son, George Jackson, Jack Everett, 
Alan Robertson-Macdonald, and 
Harold Fish. 


122 


Lord Greenhill between D. C. Gour- 


lay, president, 
Club (left), and Fred Greenhill, hon. 
treasurer, when he spoke to the 
Club on the city’s administration. 


Oxford 
Pictorial power 


Powerful elements are out to crush 
advertising and unless we behave 
ourselves, they will do so, said 
Howard Wadman of Greenlys, 
speaking at the Advertising Club of 
Oxford. 

Seventy-seven per cent of the 
population had only had an ele- 
mentary education so the advertis- 
ing appeal should be simple, direct, 
and as far as possible, visual. Let 
the picture tell most, if not all the 
story, said Mr. Wadman. Results 
obtained by ugliness, bad taste and 
noise would not eventually heip the 
advertising man or his clients. This 
would become even more obvious in 
the future age of sponsored TV. 


Southam pton 
Broaden activities, 
Luckin urges 


Ivan F. Luckin, last year’s chair- 
man of the London Publicity Club, 
made comparisons between Ameri- 
can and British advertising clubs 
when he spoke to the Southampton 
Publicity Club. 

American advertising clubs, he 
said, were “extrovert” because of 
their contact with the outside world 
at so many different points 

Their British counterparts could 
be enhanced and advanced by a 
broadening of the basis of their 
activity. 


Liverpool 
Open invitation 


Following the discussions at the 
Harrogate Conference with regard 
to Club liaison, the Liverpoo! and 
District Publicity Association have 
extended an invitation to any of the 
members of other clubs, who may 
be in Liverpool, to attend their 

held 


luncheon meetings which ay. 
on the second Friday in each month. 


Fifteen new members were enrolled at the first meeting of the juni, ‘ction 
of the Publicity Club of Wolverhampton. Seated at the top tab. left to 
right, are Dennis Beddows, Ray Howarth, Bob Gollings, Roy Waison and 


Fred Denton. 


Glasgow Publicity 


Octoser 15, 1953 
Manchester 


50 new members 


. 
Ina year 
Manchester Publicity Association 
recruited 50 new members in the 
past year, Oswald Dearden, hon. 
secretary, reported at the annual 
——s Membership now stands at 


It was announced that Laurence P. 
Scott had accepted the council's 
invitation to continue as president 
for another year. 

The following officers were re- 
elected: E. A. Paessler (chairman), 
John Newton (treasurer) and Oswald 
Dearden (hon. secretary). The fol- 
lowing council members 


were 
elected : D. Buckland - Smith, 
> & Pearce, W. McMillan, 


Frank Hayes and R. A. Howatt. 
Glasgow 
The advantages of 


being a woman 


Doris Richardson, of Norman 
Kark Publications Ltd., told the 
Publicity Club of Glasgow, that ad- 
vertising is one of the most suitable 
professions for women, since women 
are responsible for buying 80 per 
cent of advertising goods. 

he named a number of women, 
now famous in all spheres of the 
business world, who have “found 
their womanhood an advantage 
rather than a drawback,” 


Berks and Bucks 


Change in style 
of programme 


The first meeting of the season of 
the Berks and Bucks Publicity Club 
took the form of a social and show- 
ing of documentary films at the 
Royal Hotel, Slough. 

John F. Derry, vice-chairman and 
organiser of the Bucks and Windsor 
branch of the Club, gave details of 
a new style programme. Activities 
will be divided into two main sec- 
tions—a series of semi-public meet- 
ings for ‘“‘corporate’’ members which 
will be addressed by prominent per- 
sonalities—and a course of educa- 
tional lectures for associate members 
in charge of D. J. Bunby of LCI. 


Bristol 


New use of old 
idea 

Bristol and West Publicity Club 
opened their new season with a 
Juncheon meeting at the Royal Hotel 
when Jack Bromhead gave a talk 
on “3D and all that.” 

He said that though the principle 
ef stereoscopic vision was not new 
the reasons for its present promi- 
nence in the film world were 
economic, to stimulate cinema atten- 
dances. 


Mars demonstration 

Last week we reported how a 
series of sketches arranged by 
Masius & Fergusson were performed 
over closed circuit TV at a Mars 
gencral sales conference to illustrate 
selling techniques. The headline 
should have read: “Salesmen Shown 
How To Sell On Closed Circuit TV.” 
There was no question of traders 
being urged to ban the display of 
closed circuit TV, as was suggested 
in the headline which appeared 
above the story owing to a printer’s 
error. 
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A company of over 500 prominent people from all sections of the 
advertising business, including Lord Kemsley and Lord Mackintosh, 
attended a reception given by S. H. Benson Ltd., at Londonderry 
House, on Wednesday last week, to celebrate the agency's 60th anni- 
versary. Among the guests, who were received by Norman Moore, 
chairman, and R. A. Bevan, chairmandesignate, with Mrs. Moore 
and Mrs. Bevan, were all members of the Council of the Institute of 
Incorporated Practitioners in Advertising. Above (left to right) are: 
1, D. M. Saunders, managing director, J, Walter Thompson Ltd., and 
Norman Moore. 2, E. J. Robertson, managing director, Express News- 
papers, and John Coope, deputy chairman, “Daily Mirror.” 3, Roy 
Clarke, advertisement director, “The Star,’ and R, A, Bevan. 4, P. S. 
Hadley, director, S. H. Benson Ltd., and Ernest Pearl, chairman, 
Pearl & Dean Ltd. 


Stores displays will link with 
‘Woman’s’ knitting competition 


A big publicity campaign in- 
cluding spaces in Radio Times, 
national Sundays and_ dailies, 
periodicals, London evening and 
provincial press supports this 
week’s Woman (dated October 
17). 

Launched in this issue is 
another “Knit a Square” competi- 
tion, with prizes to the value of 
£400. The first part of a two part 
32-page knitting supplement is 
also contained in the magazine. 

The competition, designed to 
provide knitted squares to be 
made up into coverlets and 
blankets, is organised in colla- 
boration with the Women’s 
Voluntary Service. Thousands of 
such coverlets from last year’s 
competition were distributed by 
the W.V.S. to East Coast flood 
victims. 

Other publicity is in special dis- 
plays arranged with large stores 
throughout the country. of 
these, the biggest is at John 
Barker & Co... Ltd., Kensington, 
which runs for a week from to- 
day (Thursday). A special win- 
dow dispnlay features a coverlet 
made from prize-winning squares 
in last year’s competition, gar- 
ments knitted from instructions in 
the supplement, and full-colour 
Kodak transparencies in illumin- 


ated panels illustrating the gar- 
ments 

John Barker's have arranged 
with Sirdar for 5,000 special half- 
ounce skeins of wool (the amount 
required for each square sub 
mitied in the contes:) to be sup- 
plied. These will be sold at a bar- 
gain price together with free 
entry form and envelope. 

A display featuring another 
coverlet made from prize-winning 
squares Opens at Colmer’s of 
Bath to-day and then moves to 
Bealeson’s of Bournemouth on 
October 22, Other displays have 
been arranged with Cockayne’s of 
Sheffield; Jones & Higgins, Peck- 
ham; Brown, Muffs of Bradford; 
David Morgan, Cardiff; and 
Rowntree’s of Scarborough. 
Conies of Woman, entry forms, 
showcards, posters and other pub- 
licity aids have been supplied to 
each store. 


. 

Praise for slogan 

The new Windsmoor advertising 
using the slogan “Little Wonder .. . 
it's Windsmoor” is praised by the 
Women's Wear News columnist 
Ad.-Critic. 

“The anonymous copywriter at 
Greenlys, the agents. must be proud 
of his (or her) achievement, which 
looks like one of those flashes of 
inspiration,” he writes. 


ADVERTISER'S WEEKLY 


Wherever there ; a cold 
epidemic this winter there will 
be advertising for (wbridge’s 
lung tonic. 

The agents for (whridge’s, 
W. H. Gollings & Associates 
Ltd., have organised teams of 
research parties throughout 
the country to keep a check 
on the nation’s snuffs and 
sniffles. As a result each 
week the London office of 
Gollings will be able to watch 
the cold position in leading 
cities throughout the United 
Kingdom and place the ads. 
where the colds are most 
prevalent. 

They have booked spaces, 


mainly 11 inch triples and 


Knocker teams chart sniffles 
for lung tonic campaigns 


8 inch d.c.’s, in many pro- 
vincial newspapers on the 
understanding that they can 
be taken when required. 

The first epidemic of the 
winter has occurred in Bristol 
and newspapers in that area 
are now carrying Owbridge’s 
advertisements ‘ announcing 
that “23 out of a 100 people 
have colds.” 

The figures are claimed to 
be extremely accurate though 
how the research being 
conducted is being kept sec- 
ret. But W. H. Gollings, 
managing director, told “Ad- 
vertiser’s Weekly”: “It in- 
volves several thousand door 
to door calls every week.” 


BRITISH 
EDITION OF 
‘ESQUIRE’? 


Following a series of conferences 
during a visit to London last 
week, John Smart, the presi- 
dent of Esquire Inc. of New 
York and Chicago, announced 
that negotiations have begun 
for the publication of a British 
edition of the magazine 
Esquire. 

Mr. Smart emphasised that the 
publication of the British edi- 
tion would depend on a high- 
class production capacity being 
arranged. 

“Above all,” he said, “the class 
nature of the production of 
Esquire must be maintained.” 

He anticipated that a_ limited 
number of British and Euro- 
pean advertisement pages would 
be carried in the British edition 

Mr. Smart said that during the 
period of the negotiations he 
was unable to give any further 
details, but he hoped that dur 
ing November a complete an- 
nouncement in regard to the 
project would be made. 


Here is a sampler pack containing 
eight miniature samples of sherries, 
which has just been brought out by 
B. Grant & Co.. of St. James's, 
London. This is claimed to be the 
first time sherry miniatures have 
heen made available for general sale 
in this country. 


Window display 
for toys 


Lines Bros. Ltd., makers of 
Iri-ang toys, are to run a £500 
window display competition with 
the theme “British toys are 
best.” The windows will not 
necessarily have to feature Tri- 
ang toys but the articles must be 
British made. 

The first prize will be £250. 
The panel of judges includes 
George Francis (chairman) editor 
of Toy Trader and Exporter, 
Arthur Symes, editor of Display, 
Enid Blyton, Annette Mills, and 
Jeanne Heal. 

Lines Bros. have taken four 
pages in both Games and Toys 
and Toy Trader to announce the 
competition and also details of 
their new national advertising 
campaign. The campaign includes 
half-pages in Daily Express and 
Sunday Express, a 15 in. by six 
column space in the Daily Mail. 
full pages in colour in Eagle and 
Girl, and double-page spreads in 
the toy supplemeats of Mlustrated 
and Picture Post and the special 
Christmas number of Woman 
Colman, Prentis & Varley Itd 
are the agents 


Trend to shorter 
copy reversed 

The more than 30-year trend 
towards reducing copy in adver 
tisements seems now to have 
been reversed, according § to 
Hylton & Reggio Inc. A study 
of four issues of the Saturday 
Evening Post published in May 
and June revealed that the aver 
age ad. contained 167 words and 
the average sentence 16 words. A 
study made by a leading univer 
sity showed that the average ad 
in the Post in 1921 ran to 250 
words, in 1931 212. in 1946 153 

The New York Times reports 
that point-of-sale manufacturers 
(sometimes called point-of-pur 
chase advertising manufacturers) 
did 700 million dollars worth of 
business last vear 
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News About People 


Ad. manager joins 


Blue Bird board 


Bertram J. Keene has been 
appointed a director of Harry 
Vincent Lid. {makers of Blue Bird 
Confectionery). He has been their 
advertising manager for many years; 
was president of the Birmingham 
Publicity Association in 1940/50 
and is still a member of the council 
Mr. Keene, who is a Justice of the 
Peace for the County of Worcester, 
served with the 29th Division in 
Gallipoli, Egypt and France in 
World War One and commanded a 
Home Guard battalion in the last 
war. 

* * 

John Tatham has relinquished his 
position on the production staff of 
Charles F. Higham Ltd. to join 
Percy Jones (Twinlock) Lid. as ad 
vertising manager. Before coming 
to London he was assistant advertis 
ing manager of Bees Ltd., the well 
known seedsmen of Liverpool. 

* * * 

A. FE, Fletcher, who was formerly 
sales promotion manager of S. Maw 
Son & Sons Ltd., is now advertising 
assistant to the managing director of 
Kraft hoods Lid., Hayes. 

* * * 

Alan Lyth, who recently joined 
A. H. Knowles Ltd. (Manchester) 
has been appointed media manager. 
Previously he was publicity manager 
for Fibreglass Ltd. 

* * * 


L. H. Marston, who thas repre- 
sented the Nottingham Fvenine 
News in London for many years, is 
continuing in that capacity exclu 
sively. The Westminsicr Press an 
nounce that I. C. Berry has taken 
over the London representation of 
the Durham County Advertiser 
series, 


Off to America 


W. A. C. Cooper, a director of 
Foote, Cone & Belding Ltd., left 
by air on Sunday or a tour of 
U.S.A, and Canada 

The purpose of the visit is to study 
American marketing methods with 
particular emphasis on retail mer 
chandising operations, test market 
ing and new product development 

In F.C.B. New York and Chicago 
offices Mr. Cooper plans to examine 


new techniques in agency opera 
tions. He will also visit American 
offices of F.C.B. London clients 


Before returmng to Britain” in 
November Mr. Cooper will spend 
some time in Toronto and Montreal 
investigating the Eastern Canadian 
markets, 

* * 

At the annual general meeting of 
the Shefficld branch of the Inco: 
porated Advertising Managers’ Asso- 
ciation, the following members were 


Sell to 8,000,000 families through the } 


Pee eeeeeeeeeeere 


elected to office for the year 1953- 
54: chairman: J. E. Ortton (Thos 


Firth & John Brown Ltd); vice- 
chairman: Miss F. M. Davidson 
(Tennants Bros., Ltd); hon. 


treasurer: F. R. Smith (Davy & 
United Engineering Co., Ltd); dele- 
gates to national council: EF. F. Phil- 
lips (Thos. W. Ward Ltd), BE. M. 
Fendick (British Ropes Ltd); hon. 
secretary: R. Russell (Moore & 
Wright (Sheffield) Ltd.). 
* * * 

A. J. Richmond, general advertise- 
ment manager, Time and Tide, was 
married yesterday (Wednesday) at 
St. Albans to Miss Heather Allen, 
formerly of the Anglo-Iranian Oil 


Co, 
* * 


y. 
director of the Birmingham Gazette 
& Despatch Ltd., was the guest of 
honour last week at a lunch given 
by the directors of the company. He 


Johnson, retired managing 


was presented with a George Il 
water, the presentation being made 
by R. P. T. Gibson (right), chairman 
of the company. 
* * + 
H. J. Hewson, of Armstrong 
Warden Ltd., has been appointed 
an associate director. 
* 
Norman D. Dean, advertisement 
representative, Hulton Press Ltd., 
Brian’ D. Woods, representative, 
Entwistle and County Photo” En- 
gravers Litd., and Leslie we Simcock, 


director, the Metal Signs Ltd., have 


been admitted to membership of the 
Manchester Publicity Association, 
* 

Editor and director of the Ayr- 
shire Advertiser, Ayr, George Good- 
fellow, has gone into retirement 
ifter SO years with the paper, which 
he joined as a boy. 


Donald Sinclair, of Greenwood 
{dvertising, and Miss Peggie 
Warwick, after their marriage at 
Tring. The bride is a fashion artist. 
Mr. Sinclair is a former chairman 
of the junior section of Manchester 
Publicity Association. 


H. J. Hewson 


Alan 
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Lyth Alan Hess 


William J. Peabody, former 
European sales manager of National 
Airlines, has resigned his post to 
become an associate in the firm of 
James Jones & Co., the Paris ad- 
vertising and public relations firm. 
He represented American Overseas 
Airlines from 1946 until its merger 
with Pan American Airways three 
years ago. His new job will involve 


client contact and new business 
work throughout Europe. 
* * * 


Roland H. Green has left U.S. 
Army Times Publishing Co. to take 
up an appointment as assistant to 
Gustav Elm, New York Times Paris 
representative, 


50 years’ service 


To mark the completion of fifty 
years’ service with the Warrington 
Guardian, W. H. Ward, advertise 
ment representative, has been pre- 
sented with a cheque from the firm 
and staff. 

* * * 

George Roberts secretary-ceneral 
of the Irish Linen Guild of Northern 
Ireland, is visiting Australia and 
New Zealand to study the markets 
in preparation for Guild activities 
there in the near future. 

* * * 

Arthur Hays Sulzberger, propric- 
tor of the New York Times. is in 
London on business for the second 
time this year. 

* * * 

Philip Lerner has joined F. W 

Sears Ltd., as an account executive. 


Alan Hess, who recently resigned 
from the position of P.R.O. to the 
Austin Motor Company, has been 
appointed director and P.R.O. to 
Portable Balers Ltd., new subsidiary 
of a big engineering group in the 
Midlands. 

* * 

Following the retirement of 
Herbert S. Cater as managing edi- 
tor of the Oldbury Weekly News, 
Ken Morrish has been appointed 
business manager of Oldbury News- 
papers Ltd., in addition to his post 
of advertisement manager. 


* * * 

W. Fitzpatrick, who was with 
Methuen & Co. and recently with 
The Book Centre, Neasden, has 
joined the staff of The Falcon Press 
as trade manager. 

* * 


James R. Dickson has been made 
a director of the Australian sub- 
sidiary of A. C. Niclsen ¢ ompany 
Ltd. He will direct the Nielsen 
Marketing Research Service, includ- 
ing Nielsen Food and Drug Indexes, 
in both Australia and New Zealand. 

* * 


* 

L. D. Wood has been appointed 
sales manager of James A. Jobling 
& Co. consumer and products 
division. 

* * 

Norman Rogers, assistant public 
relations officer to the National 
Association of Local Government 
Officers, on Monday took part in 
the B.B.C. quiz programme “What 
do you know?” which is written and 


devised by John P. Wynn, public 
relauions consultant. 


RADIO TIMES 


The Nation's shop window 


LADIO TIMES 
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ADVERTISER'S WEEKLY 


Every week one family out of every three 

in Great Britain reads the Sunday Pictorial. 

For, with an average net sale of 5,262,856 
ota and one person (A.B.C. January — June 1953), the 

Sunday Pictorial goes into millions of homes 

all over the country. It is read by every 

adult member of the family on the best 

advertising day of the week — the day they 

have time to read advertisements at 

leisure, and sales messages sink in. Space 

ou t ° f ever y t h ree in the Sunday Pictorial is exceedingly 

economical too. Compared with 1939 its 

square inch per thousand rate has 

increased much less than that of any 

other Sunday Newspaper. 


reads the SUNDAY PICTORIAL every week 
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\OLDIERS OF THE QUEEN 


The glamorised type on the left has given way, in Army advertisements. to 
actual individuals, such as Set. J. Mellroy, on the right, 


All the nice girls love a (real) 


soldier in 


Portraits of actual soldiers in 
Army = advertisements register 
more with young women than do 
the imaginary and glamorised 
types that used to be shown, Sid 
ney Rogerson, publicity advise 
to the Army Council, has 
discovered. 

Mr. Rogerson, who made this 
change some months ago, in the 
Army's “Soldiers of the Queen” 
series of advertisements, has re 
ceived from a Miss Jean Brennan, 
of Herne Hill, a letter which 
shows the sort of interest that 
the new advertisements are 
arousing. 

*Tell the boys’ 

She writes: 

“You are continually printin, 
a photo of a Sgt. Mcllroy in your 
advertisement for recruits for the 
Army and this photo is causing 
continual arguments amongst my 
{riends the males in particular 
at our school of dancing, ... On 
doing my utmost to encourage 
some of the males here to join 
the Army and showing them this 
advertisement, we are met with 
sneers and sarcasm that no such 
person exists as handsome Sgt 
John Meliroy. 1 guess I can only 
convince the clever boys by hav- 
ing an actual photograph of Set 
Mellroy, Please oblige.” 


More competitions by 
Radio Luxembourg 


Another series of competitions 
will be run by Radio Luxem 
bourg this winter, Due to start 
this month, the competitions in 
the main will be built) around 
sponsors’ programmes and pro 
ducts 

Cash prizes will) again be 
offered and prize money will be 
£250 per week Radio Luxem 
bourg’s last competition — series, 
which ran throughout the sum 
mer, brought in a million replies 


* . 

Aids for printers 

The British Federation of Maste: 
Printers has sent a copy of its new 
brochure, Precision Aids for Printers 
to its members. The booklet con 
tains notes of 43 different classes ot 
equipment helpful to the printer in 
reducing make-ready times, ensuring 
trouble-free running, saving time 
reducing waste, enlarging works 
capacity, increasing production, and 
cutting costs. 

There is also a travelling exhib; 
tion of many of the actual pieces ot 
equipment referred to in the booklet, 


Army ads. 


dison Swan are using this new 

folding display piece featuring a 

giant cut-out lamp which frames ua 
domestic scene, 


At-a-glance 
readership 


guide book 


Armstrong-Warden Ltd. have 
produced, in) booklet) form, a 
press analysis in. which reader 
ship of newspapers and maga 
zines is analysed by sex and class 

This has been done by taking 
the total readership figure in each 
case from the Hulton Survey and 
using this, in) conjunction with 
the total number of readers in 
each group, to compute the per- 
centage readership by sex and 
class for each journal. Thus the 
booklet provides, for quick refer 
ence, a valuable amplification of 
the Hulton data 

Categories covered are the 
national dailies and Sundays. 
London evenings, week-end news 
papers, women's weekly and 
monthly magazines, general 
weekly and monthly magazines, 
provincial mornings and even- 
ings 

fables give net sales (an 
June 1953) rates per inch or 
page, cost per col. inch per 1,000, 
total readership and percentage 
breakdown in respect of men and 
women readers (women only tor 
women’s journals), and of readers 


in classes A, B.C, D and FT 


Making brass for 
the advertiser 

A variety of household 
brassware articles were offered 
in a 2 in. s.c. classified adver- 
tisement in the Sheffield 
“Star” by Wilks Bros. & Co., 
Ltd., Norfolk Street, Sheffield. 

Within two hours of the 
appearance of the advertise- 
ment, hundreds of pounds’ 
worth of these articles were 
sold, and before the afternoon 
closed the entire stock had 
been sold. 

Unfortunately, the adver- 
tiser overlooked the fact that 
his 6 in. double-column dis- 
play ad. in the next day’s 
“Star” contained a mention of 
the brassware. He appealed 
to Norman Stembridge, adver- 
tisement manager of the 
“Star,” to do something to 
stop the stream of buyers, 
and an editorial notice ap- 
peared on page one of the 
same day’s issue, in the later 
editions. 

Nevertheless, Wilks Bros.’ 
hardware shop had an excep- 
tionally busy time on all three 
days following the original 
classified insertion which cer- 
tainly sold—and made! — 
“brass” for the advertiser. 

* See Wilton Evan on 

Yorkshire newspapers — 
page 159. 


AA’s new members 


New members of the Advertis- 
ing Association are: ( harles 
Walls & Partners Ltd., J. J. Mul- 
roy (Advertising) Ltd. Haig- 
McAlister Ltd., the E.C. Adver- 
tising Co., Ltd., Austen-Johnson 
Advertising Ltd., A. V. Browne 
Advertising Agency, L. Graham 
Browne Advertising Ltd. John 
Willis Advertising Ltd. Kidds 
Advertising Ltd. 
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Coat of arms 
on labels 


By a majority vote, Middleton 
(Lancashire) town council last 
week decided not to approve the 
request of a local brewery for 
permission to reproduce the 
borough's coat-of-arms on labels 
of a planned new type of bottled 
beer. 

At the same time they agreed 
they had no power to prevent the 
brewery going ahead without the 
Council’s permission, 

It was pointed out that the 
coat-of-arms could be put on a 
dog collar, or even tattooed on 
someone's chest, without the 
Council being able to do anything 
about it. 


Oh baby! 


Drip mats bearing the slogan 
“You'll enjoy having a baby,” 
publicising Babycham, a cham- 
Pagne perry, have been so eagerly 
sought by drip-mat collectors in 
London, that high-speed produc- 
tion by the Tresises Drip Mat 
Company, of Burton-on-Trent. 
was necessitated to cope with the 
demand. 

As a result of liaison between 
Showerings, of Shepton Mallet, 
makers of Babycham; Tresises:; 
and Masius & Fergusson, Ltd., 
Showering’s advertising agents, a 
new design was prepared and 
100,000 mats, printed on both 
sides, produced ready for delivery. 
all in six days. 

Among novelties made by Tre- 
sises is a “talking tape” which 
says “Merry Christmas.” 


New Robsoup flavour 


Chicken has been added to the 
range of Robsoups made by Keen, 
Robinson & Co., Lid. It is being 
publicised in the Radio Times, 
specialised media, and the trade 
press. Everetts Advertising Ltd. are 
the agents. 


Trades alphabet of advertised 
products for million children 


The British Trades Alphabet, 
1953, which publicises nationally- 
advertised products on an alpha- 
betical basis, has been distributed 
free to a million children of ten 
years and over in schools through- 
out the British Isles 

Each advertisement consists of 


one or more pictures under a 
four-line rhyme introduced by a 
letter of the alphabet, sometimes, 
but not always, the initia! of the 


product's name. The ; cation 
also contains a number of articles 
on subjects of interest to young- 
sters, such as the Comet. hockey, 
and soccer. 


Sent to schools 


Established tn New Zeiland in 
1913 and in England year, 
the publication is issucd by The 


British Trades Alphabet | td... of 


Wakefield, Yorkshire. |!) \s sent 
only to schools from w orders 
are received direct o1 zh the 
Director of Educat Fore- 
words are contributed hy the 


secretary of the National Union 
of Teachers and the chairman of 
the British Association for Com 
mercial and Industria] Education 


Two contests 

Included in the publication are 
two contests for which more than 
£1,000 in prizes are offered. One 
is a handwriting and essay com 
Petition, involving an essay on 
any one product advertised; the 
other a project competition, in 
volves the compilation of infor 
mation about any one of the 
products. 

To aid children who have 
chosen paper as the subject for 
their essays, John Dickinson & 
Co., Ltd. paper makers and 


manufacturing stationers, whose 
lion Brand stationery is” the 
only paper product advertised in 
the Alphabet, have produced an 
illustrated booklet. The Story of 
’aper, which they are mailing 
free to children, 
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What the Tycoons saw. - 


...in their favourite paper 


... a full page for Pan American, half-pages for B.P. _ with its sale of 50,000 copies weekly (ABC Net Sales, 

Super and Brotherton’s — among many distinguished __ First Half 1953: 49,927) as a suitable medium for the 

advertisements in a recent issue of THE ECONOMIST. presentation of goods and services of the highest 
‘Tycoons are concerned with both commercial and —_ quality. 

personal expenditure, industria! services and private 

luxuries ; in the advertisement pages of THE ECONOMIST *J. Walter Thompsor Co. Ltd., are the advertising agents 

they find an invaluable guide to both. for Pan American Airways; S. H. Benson Ltd., for B.P. 
Advertisers and their agents* regard THE ECONOMIST — Super; and Digby Wills Ltd., for Brotherton’s. 


The Economist 


22 RYDER STREET © LONDON SW! WHITEHALL 1511 
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DESIGN FOR SELLING 


Market research aid for 
art-work planning 


The argument that industrial 
and commercial artists cannot 
perform their jobs with maxi- 
mum efficiency unless they make 
proper use of market research 
was advanced by Harry Henry, 
director, Market Information 
Services Ltd., in an address to the 
Society of Industrial Artists. 

It is your job to make goods 
attractive to the consumer,” said 
Mr. Henry, “and the standards of 
attractiveness you use should be 
those of the consumer, and not 
any professional or private stan 
dards of your own, The only way 
of measuring what those standards 
are, or of checking how far you 
are meeting them, is in study 
ing the nature and behaviour of 
the consumer by techniques ot 
properly-conducted market re 
search.” 

Whether the artist was con 
cerned with the styling of pro 
ducts, the designing of packs of 
the preparation of advertising 
campaigns, What he considered to 
be the most attractive design 
might not in fact be what the 
general public preferred to buy 
The criteria by which a comme: 
cil artist tended to judge his work 
were not necessarily the ones 
which mattered 

“You live in a set of ivory 
towers, and you spend your lives 
inspecting one another's washing, 
so that your standards tend to be 
correspondingly divorced = trom 
reality,” he continued In econ 
oOmie sociely, the true measure ol 
the desirability of a design. for 
commercial purposes ts its sale 
ability.” 


Briefing the artist 

Probably the most fruitful way 
in which market research could 
help the industrial or commercial 
artist was in formulating the briet 
without which he should not be 
prepared to start: work When 
a creative artist asked for a briet 
of this sort he was not abdicating 
his creative function, It was not 
to establish routine formulae 
which any junior could apply 
But the delimitation of the precise 
function required in any picce of 
commercial or mdustrial art was 
something on which the artist 
needed guidance, and by estab 
lishing in advance what were the 
facts of the case it freed his 
thinking for more creative uses 

When it came to checking the 
sales efficiency of creative work 
well-planned and properly organ 
ised market research could fre 
quently make it possible to 
eliminate all the other variables 
which always confused the issue 
and to measure how far a par 
ticular design had been successful 
in itself 

“But in this field. as in all 
others,” Mr. Henry went on, “mar 
ket research is of no use if it ts 


not done properly. It 1s futile to 
ask the public which of two packs 
they prefer, or which of two os 
more advertisements they like the 
better, This is turning them into 
imateur commercial artists, and 
gets nobody anywhere. The bette: 
ol two designs is the one which 
sells the more goods: its purpos 
is to create a state of mind favour 
able to the purchase of those 
goods. Its effect must be largely 
subconscious, and it is therefore 
quite meaningless to attempt to 
measure it at the level of con 
sciousness,” 

Market research could be used 
to paint in the background against 
which the creative artist must 
work: the use of controlled ex 
periments in sales tests, and of 
other indirect and sometimes com 
plex methods of inquiry could 
measure how far he had success 
fully fulfilled his role. In these 
matters his own judgment alone 
was rarely suflicient, because 
without market research he could 
not know the standards and re 
actions of the great mass of the 
population with which he ought 
to be concerned 


Research Society, 


BSI link urged 


There is scarcely any concept 
more difficult to answer in a 
single generalisation than “What 
does the consumer want?” 
H. A. R. Binney, director, British 
Standards Institution told — the 
Market Research Society. 

He recommended co-operation 
between the two bodies now that 
many classes of commodities are 
available to much wider sections 
of the community than hitherto 

Mr. Binney said he believed 
BSA. standards should be per 
missive, and voluntarily accepted 
He would deprecate the associa 
tion of the BSL. with any 
Government department, except 
perhaps where commodities in 
volving public safety were con 
cerned 


£5.000 appeal 

bf. W. Austin, chairman of the 
Isle of Wicht Publicity Council, told 
members of Shanklin Business Asso- 
clition that the response to the 
Island-wide appeal for £5,000 for 
next Vear’s campaign was disappoint- 
ing 

They could not expect the 329 
people who contributed £1,440 last 
year to carry the burden of the 
whole Island again if others would 
hot eontribute 


‘ * ) eb 
Advertiser’s Aid 
The next. issue of Advertiser's 
tid will be published in April 1954. 
It comes out twice a year. 


@ Continued from page ii of cover 
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HALF-TONE 
- L 4 
T ren T ‘ 
ON A TUBE 
Ihe collapsible tube containing 
the new “Countess” hair con 
ditioning cream has been given a 
reatment involving the direct 
processing on to the metal of a 
half-tone photograph 
Predominant colour on the 
tube a rich eau-de-nil--was 
chosen because of the wish to sur 
round the product with a distinct 
‘bathroom”™ atmosphere The 
photograph was taken in Paris by 
Henry Clarke (see ADVERTISER'S 
WLreKLy, September 3, page 405.) 
Three firms were engaged in 
the production of this package 
John Dale Ltd... Flextile Meta! 
Co., Ltd., and Betts & Co., Ltd 


Advertising agents are Young and 
Rubicam Ltd 


Miore letters... 


The value of 
success stories 


Sir,—The Advertising Clubs’ 
Conference at Harrogate ended 
with a resolution urging the 
Clubs to set up their own public 
relations committees, to present 
the case for advertising 

May I suggest another and very 
practical task which the Clubs 
and perhaps only the Clubs can 
undertake? 

The Harrogate Conference it 
self attracted a good deal of press 
publicity—-but as the press office: 
I was conscious that not all of it 
was really a statement of the 
case for advertising, in terms that 
the general public can under 
stand 

One of the happier cxceptions 
was the way in which the Daily 
Herald found news-value tn 
Mr. X's speech, to which tt de 
voted the whole of ts C ily 
Column under the heading “it has 
paid to advertise.” 

Now there was good practical 
evidence that any reader could 
understand evidence that ad 
vertising creates prosperity, 
creates employment, creates ex 
ports. Not a negative approach, 


but a positive statement of the 
case, printed by a national news 
paper tor ts own irinsic 
interest. 

How much more of this sort of 
publicity we need! And how 
much more we might t if 


only we had the fact } suspect 
that, apart from a few classic 
examples, advertising as an in 
dustry still does not 
tion of its OWn suc stories, 
and the good it has to the 
community 

So here is a possible target for 


Va frac 


these new Club Con es 

No other advertisi dics are 
so well situated for ng out 
what goes on in the inces 


where the bulk of B vdustry 
is carried on. If eac » could 
locate within tts ow ea just 
one authenticated success-story, 


we would be laying the founda 
tion of an invaluable collection 
of case-histories and provide the 
whole advertising industry with 
live facts which above all] carry 
conviction, 

GAVIN STARLY 
Hon. press officer, 
Harrogate Conference. 


a] . 
Column inches 
Sir, -l was amused by Alan 
Hess’s mention of the total 
column inches of editorial space 
obtained by his Round-the-World 
journey which he writes about in 
your Public Relations Supple 
ment (September 24). Whoever 
kept his records can apparently 
measure such publicity to the 

nearest quarter-inch. 

When its this ridiculous column 
inch business going to be killed 
once and for all? Apart from 
its being almost meaningless 
there is not even a= standard 
column width recognised — by 
column inch addicts. 

I suppose these totals conjure 
up a vague kaleidoscope of print 
which, it is assumed, is devoured 
by readers and impresses publi 
cily-ignorant bosses. 

BERNARD B Sykrs 
P.R.O., British Road Federation 


Dearth of students 

Sik, The trade journals carry 
week after week. two. three o1 
four pages of advertisements for 
agents, publishers, ete., looking 
for technical staff which appar 
ently they cannot secure. 

At the North Western Poly 
technic there is a class for adver 
tisement design and reproduction 
(part of the A.A. diploma course) 
that could easily accommodate at 
least another 20 or 30 students 

The fees are moderate; it is nor 
compulsory for students to sit for 
the A.A. examination. There is a 
printing school on the premises 

Where are the students? 

W. Harorp BUTTER 


Chairman. 
Publicity Club of London 
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SS eet . 


Che Daily Telegraph 
is the only full size National 
Daily to show an increased 
net sale for the first six months 
of 1953, compared with the first 
six months of 1951 — the period 
during which newspaper prices 


were generally increased. , 


Ch c 


Daily Celegraph 


the paper people trust 


kLatest A.B.C, figures 
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WI Lhe fellowship of NABS 


SUNNY SOUTH 


Next year’s Advertising Confer- 
ence, it is understood, will 
again be held in the south. 
Most would-be delegates, in- 
cluding those from the north 
and midlands, will applaud the 
choice. 

Experience at Brighton and East- 
bourne has shown that adver- 
tising men and women from 
the provinces are not, in the 
main, deterred by the prospect 
of a journey southward. Many 
indeed regard a week-end at a 
pleasant south coast resort as 
an additional incentive. 

“Sunny South Sam,” that genial 
pre-war advertising figure, may 
be in the grave, but his soul 
evidently “goes marching on.” 

These two successful conferences 
have also proved the fallacy of 
the argument that discussions 
lose realism if held in an en- 
vironment remote from centres 
of industrial activity. 


Lured from London 

A conference in the south has 
one important advantage over 
one held elsewhere. This is 
that comparative proximity to 
London ensures a big atten- 
dance. While numbers are not 
everything, they do matter. 
Conferences stimulate progres- 
sive thinking. It is therefore 
desirable that as many advertis- 
ing people as possible, especi- 
ally the younger ones, should 
have the chance to experience 
this stimulus. 

This is not to say, of course, that 
advertising conferences should 
always be held in the south. 
The provinces should have 
their turn. The time for this 
will be when they insist on it 
and brook no denial. 


NO ONE MOURNS 

One of the first fruits of the 
freeing of newsprint for weekly 
newspapers is that more and 
more of them find it possible 
to abandon the A and B sys- 
tem for classifieds. (See Out- 
side London, page 170.) 

This system has never been justi- 
fied save by necessity. That it 
has been necessary is beyond 
dispute, but it has been a 
source of bewilderment to ad- 
vertisers and of inconvenience 
to publishers. No one will 
mourn its passing. 

Its progressive abandonment 
should do much to help the 
campaigns to increase the 
volume of classified advertising. 


MPYHE invitation to write in 

this week's Guest Column 
gives me an opportunity 
which I accept very grate- 
fully. For me personally this 
is aN Opportunity to say some- 
thing about an organisation 
which is known to many as 
an advertising charity, but 
which is recognised by all who 
have worked with and for it 
as something a good deal big- 
ger than what is ordinarily 
called a “charity.” 

Ihe National Advertising 
Benevolent Society has, over the 
past 40 years, rendered a service 
to advertising of a very special 
kind. The value of this service, 
in terms of practical human 
sympathy within the profession, 
cannot easily be exaggerated. 
What ts easy, I fear, in a success 
ful business like advertising, 1s 
to forget that there are many 
who fall by the wayside and for 
whom life suddenly becomes 
hard and apparentiy cruel. 

Only those who are brought 
face to face with some of the 
cases which come before the 
National Advertising Benevolent 
Society realise how often personal 
misfortune or tragedy is con 
cealed by pride, how often pride 
will not allow those who are in 
need to ask for help unless they 
are finally compelled to do so. 

It cannot be too widely known 
that the policy of the National 
Advertising Benevolent Society is 
to put people in the profession 
who have fallen by the wayside 
back on their feet; to help those 
in difficulty round the awkward 
corner, to alleviate suffering, if 
that is possible; and to afford 
encouragement and secure educa- 
tional facilities to those who are 
in straits through the death of 
the bread-winner of the family. 

The work of the National Ad- 
vertising Benevolent Society is 
continuous; there is a meeting 
every week of a small committee, 
which is empowered to deal with 
any emergency cases which may 
have arisen. For all who make 
the work of the Society possible, 
not merely for those who are 
practically engaged in the work, 
it is a genuine and deep satisfac 
tion to know that a man who has 
suddenly found the ground break 
under his feet will discover a 
body of friends who at once try 
to restore the situation and give 
him a sense of security again, 

Many illustrations come to 
mind. The case, for instance, of 


y advertisement in. 


Good How 


GUEST COLUMN 


by 
G. R, POPE 
who is to be awarded the 
Mackintosh Medal for 
services to advertising 


a man who lost his job and 
whose health broke down under 
the strain. Faced with heavy 
family responsibilities, unable 
even temporarily to relax so as 
to give himself a chance to re 
gain his health, before long h. 
came quite obviously to the end 
of his tether. A friend suggested 
NABS. Imagine his feelings and 
the feelings of his family when, 
within a week, the debts of tie 
family were cleared and an in 
come was arranged for him. It is 
g00d to know, let me say, that 
the family, after these vicissitudes, 
is NOW On its feet and needs help 
from no one. 

[his is only one of numerous 
instances of the kind, not al! quite 
so severe but all bearing with dis- 
tressing effect on the people con- 
cerned. Such cases apart, there is 
always the question of the aged 
and of the people whose pensions 
are too small to meet the cost of 
living to-day. There is the posi 
tion, too, of the smal! company 
which is financially unable to 
cope with all the welfare prob- 
lems of its staff. and which can 


@ Despite the opposition of 
trade associations, manufac- 
turers over a wide field are 
planning more extensive use 
of gift offers. 


® American interests with links 
in Britain are surveying 
prospects for their novelty 
premiums in this country. 


@ Warning to poster men: The 
Association of Municipal 
Corporations is pressing the 
Ministry of Housing and 
Local Government to place 
further restrictions on gable- 
end advertisements. 


@ Following the “major suc- 
cess” of Carpet Fortnight in 
Scotland, plans a being 


considered to mak: 
annual event. 


this an 


turn tor help and obtain it 
from an organisation like NABS 

There js no such thing as a 
means test in this varied effort 
to assist others; the whole atmo 
sphere in which NABS goes about 
its job is one of sincere fellow- 
ship in helping people to over 
come their difficulties and in trs 
ing to ease as much as possible 
their hurt pride in having to come 
to others for such help. In that 
atmosphere it is easy to appre 
clate the community of spirit 
which unites the members of the 
advertising profession and which 
inspires the offer of a ready hand 
to the less fortunate. 

Those of us who have taken 
part in this work know how much 
Is Owing to the general secretary 
and the officers of the Nationa! 
Advertising Benevolent Society 
They merit the thanks and ad 
miration of us all. We. who are 
the rank and file of advertising. 
should see to it that they never 
lack the financial means to meet 
the human problems with which 
they may be required to deal. 

Expressions of good feeling and 
of personal sympathy are always 
creditable, but by themselves, as 
we all know, they do not go very 
far when people lack the basic 
necessities of life. In subserib 
ing to NABS we demonstrate a 
true sense of fellowship with all 
who share with us a common 
professional] interest and purpose 


® Door-to-door consumer 
sampling is to be revived by 
the food trade. 

@ Sales of artists’ materials 
boomed remarkably follow- 
ing a B.B.C. television pro- 
gramme “Painting For 
Amateurs.” Manufacturers 
are now considering a 
scheme to take time as soon 
as competitive TV comes. 

@ Hopes of a Christmas 
“bonus” of newsprint are 
being entertained in the 
provinces where the present 
paging ration is proving 
inadequate. 

® Partial removal of the re- 
striction on returns of un- 
sold) newspapers is likely 
soon. 
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AND PLACES 


Ask any photographer if he (or she) has heard of 
Ilford Films (and their phrase — For Faces and Places). 
There’s little chance you'll pick on one who hasn’t, 
for this outstanding British-made film is known and used by millions. 
The advertising for Ilford (For Faces and Places) is designed 
and written by Everetts Advertising 


EVERETTS 


A GOOD AGENCY BY ALL ACCOUNTS 


EVERETTS ADVERTISING LID, IQ HERTFORD STREET LONDON W.I + GROSVENOR 
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( UICK frozen foods are 
slowly but surely gaining 
a regular place on the nation’s 
meal tables. All processors 
have again this year stepped up 
their production plans and the 
Birds Eye company estimate 
that their production this year 
will be well over 7,000 tons, a 
figure representing a 13-fold 
increase in seven years. 
Several difficulties beset those 


SOUTH EASTERN 


GAZETTE OBSERVER 


FROZEN 


A (az Carton of Birds Eye Peas 
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How to warm up the public 


Theres 9 song with off 
S BIRDS EVE 
a rome 


COOKING Tom 


This economy les- 
yon display card 
has been used very 
effectively by the 
Birds Eye company 


in advertising who are trying to 
force the pace of sales. One of 
the biggest is the scarcity of in- 
stalled domestic refrigerators. Ac- 
cording to a recent survey by the 
Oxtord Institute of Statistics only 
four per cent of United Kingdom 
homes are equipped with re 
frigerators A further adverse 
factor is that nearly all the 
refrigerators now in use have 
been designed without provision 
for zero storage. 


CHATHAM 


CENTRAL 7500 


to quick frozen foods 


Important developments have lately taken place in the merchan- 


dising of quick frozen products 


The biggest-ever press campaign 


for such foods has just been launched by the Birds Eye company 
who also recently surprised the soft drinks and fruit trades by 
bringing out a quick frozen lemonade concentrate. This article 
surveys some of the problems facing advertisers of quick frozen 
foods and suggests how they might be overcome. 


This means that advertisers 
cannot let themselves stress to the 
utmost two of the principal ad 
vantages of quick frozen foods 
their handiness and convenience 

for those qualities presuppose 


that the product can be kept 
adequately stored for use at short 
notice Advertising has, there 


fore, largely to be geared to the 
fact that the food will be con 
sumed fairly soon following pur 
chase 

It is to enable this brake upon 
buving to be lifted that Birds 
“ye executives have been pressing 
upon manufacturers of retrigera 
tors the importance of including 
a zero compartment in all models 
be it large enough to take but one 
package. 

It was partly this concern to 
cut down on the possible spoilage 
time that prompted the use by 
Birds Eve of a special marketing 
device when a new frozen food 
depot was opened in Ipswich. 

Three retail grocers in Chelms 
ford had quick-frozen food cabi 
nets in their shops and in order 
te acquaint the local residents 
with the company’s products 
especially with their “freshness” 
quality. the following 
promotion was organised 

(a) A notice was delivered to 
each heuse in the area advising 
the occupants that the Birds 

Fye quick-frozen food van 

would call the following day 

The notice carried the names 

and addresses of the three 

retail grocers having frozen 
food cabinets in their shops 

(b) The van called the 
following day and people 
bought directly trom the stock 
on hand 


Definite boost to sales 
This promotion received co 


eperation from the retail grocers 
who featured special Birds Eve 


special 


window displays They all re 
ported a definite increase in 
quick-frozen food sales as a 


result of the door to door demon 
stration 


Whatever may be the problems 
of the producer and advertiser of 
quick-frozen foods, at t the 
discovery of a “secret j lent” 
is not one of them. On con 
trary, the foods posse Imost 
an embarrassment of sa irgu 
ments 


The advertiser must take these 
qualities and present them to the 


consumer in the most cogent 
manner possible Undeniably 


this involves an educational task 
of considerable size and the fol 
lowing are the crucial facts which 


PINEAPPLE 


slices in syrup 
ae 
er 


10 07 carton 


To overcome the problem of 

spoilage during the journey from 

shop to home, and also to pro- 

mote this new product, Birds Eve 

arranged for a scheduled door to 
door delivery. 


must be embedded in the public 
mind: 

1. Foods “quick frozen” are not 

foods frozen in the old “solid 
slab” manner. Housewives 
with bitter experiences Of 
frozen meat and frozen fish 
are slow to be convinced 
about this 
Quick freezing does not “do 
something” to the foods. It 
simply preserves them in the 
degree of freshness they were 
at when they entered the 
processing factory Since it 
is a case of direct-to-factory 
from field, sea, or farm that 
is usually a very high degree 
of freshness. 
Ihe hidden savings of waste. 
time, Jabour, and cooking 
fuel must be clearly explained 
in relation to the cost of the 
finished product. In this way 
alone can the misconception 
that frozen foods are a 
“luxury” be dispelled 

There is a further task to be 
undertaken by the advertiser of 
frozen foods, although in. this 
case it is to a certain extent com 
mon to all advertisers of pre-- 
packaged produce: faith must he 
built up in a brand of products 
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The Mills & Rockleys Area 


MILLS & ROCKLEYS LTD. 


Poster Advertising Contractors 
Administration : 21 Queens Road, Coventry 


POSTERS make a 


brand name well known. For 
the brief message that makes 
sales through repetition there 
is no medium like poster 
advertising. Mills @ Rockleys 
will be pleased to discuss planned 


poster advertising with you. 
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which the housewife has been 
accustomed to judge with her 
senses of sight, touch and smell 
before she buys. 

This sector of the food trade 
has considerable complications of 
distribution, including the neces- 


| sity for cold-store installations at 


strategic centres and efficient in- 
sulated transport. The advertiser 
must shape his policy to fit these 
two physical factors and for such 
reasons the Birds Eye company 
have found it advisable, so far, 
to maintain a policy of develop- 
ing the greater part of its adver- 
tising message through _ the 
columns of the provincial press. 

This year, however, with a 
steadily increasing advertising ap- 
propriation, greater use than 
before is to be made of full- 
colour advertisements in national 
magazines, 

Point of sale advertising and 
eye-appealing packages must play 
leading roles in quick frozen food 
promotion. Realising that the 
housewife has still not parted 
with her long-trained technique 
of judging by sight the food she is 
about to buy several companies, 
Birds Eye notably, are making 


sssornrvvergonasopnnaniggroeezqqquvoneneeeenenenaqnenareqniitt a 
ill lil Witt HUQUUUENANG il 


Rising sales of established 
items, the introduction of new, 
and the development of fruit 
juice concentrates, characterise 
the current British frozen food 
situation. But further sales can 


| be won only by correctly pitch- 


ing an expanded volume of 
advertising. This must especi- 
ally:— 

@ Emphasise the “Fresh- 
ness” factor. 

@ Nullify the belief that a 
frozen food item is a 
luxury by citing, in pence, 
comparative costs, 

® Catch the eye at the point 
of sale by colourful packs 
and courter displays. 


AVVOOONNLALUAINANAVOULUGAUU U0 SALAAM 


powerful use of accurate colour 
photography to present realistic 
impressions of the produce 
offered. 

Another product made by 
Birds Eye, however, presents no 
such complex problem of adver 


The mobile shop emp! d by 
| the Birds Eye company to call 
|} upon customers in their homes. 
| This has been found a valuable 
aid in lifting sal 
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ore’s Freshness! 
cor 


By 


‘ No waste-ready to cook ! 


BIRDS EYE 


A big asset of quick frozen foods 
is the quality of freshness. This 
display card gives this heavy 
stress and also emphasises the 
convenience and economy of the 
product, Because it is an “im- 
pulse” buying item so far, great 
care should be taken with 
displays. 


lsing -and the company can 
only look forward to the day 
when quick frozen food items are 
as simple to promote as lollies. 
Pure orange juice is used in the 
flavouring of this item and they 
do not make lollies with any 
other flavour. To boost sales the 
Birds Eye Lolly League was 
formed and there are now over 
8,000 members with new addi- 
tions every day. 


Appeal to children 


The league operates in the 
following manner. The young 
consumers collect 15 labels which 
are sent in to Birds Eye. For 
these they receive a league mem- 
bership pin which is a replica 
of the Birds Eye “bird emblem” 

in this case a special “baby 
bird” devised especially for the 
lollies. 

When they receive their mem- 
bership pin, the children are 
notified that for 15 more labels 
they will gain a_ packet of 
stationery. For the subsequent 
quantity of 15 labels they are 
given a small magnifying glass. 

The fourth phase of the pro- 
motion (now in full swing) 1s an 
art competition. Children have 
been invited to submit colour 
drawings of grocery shop in- 
teriors which prominently feature 
quick-frozen food cabinets. In 
this way a connection is being 
established in the young mind 
between a pleasurable piece of 
confectionery and the latest type 
of processed food. 

There is no doubt that time, 
patience and the intrinsic excel- 
lence of many quick-frozen pro- 
ducts are all working gradually to a 
better understanding of this devel- 
opment in food trading, but the 
process can only be hurried with 
the help of considerably stepped- 
up advertising appropriations by 
the producers themselves or by 
the associations. 
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TAUDGEN 
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2. DESIGN 


No sign can be worthwhile unless its design is 
basically right. CLAUDGEN designers are the 
most highly skilled in the sign business — they 
are original, artistic and fully experienced in 
the practical side of sign making. 

You can always rely ona CLAUDGEN design. 


This recent CLAUDGEN neon installation for 
the Saxone Shoe Company is a good example 
of the ingenuity of designers called upon to 
blend site and point of sale advertisement. Its 
tartan background, using Cleora tubing 
throughout, stresses the ‘'Scots-made'' mes- 
sage for Saxone and the whole sign stands out 
among the signs of London's West End. 


CLAUDGEN makes light work for you 
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THE SUBSCRIPTION LIST OF THE SPHERE is like an international 
Who's Who ; it reveals the names of men and women of tremendous influence, 
representing a potential purchasing power that would be most impressive 
if it could be expressed in terms of money. To many advertisers there is added 
significance in a medium that can hold firm with people who influence big 
contract buying as well as the everyday items of graceful living: in the 
home, in the affairs of companies and corporate bodies, The SPHERE reader’s 
approval means worth-while business. This has been proved time and again 
by shrewd advertisers who use ILLUSTRATED NEWSPAPERS for cumulative 
results from the top income group, and to sustain quality endorsement; so often 
of vital importance when campaigning in the mass market. Communications 
should be addressed to The Advertisement Director, Illustrated Newspapers 


Limited, Ingram House, 195-198 Strand, London, W.C.2. 


The ILLUSTRATED LONDON NEWS : The TATLER 
The SPHERE + The SKETCH + SPORT & COUNTRY 
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Training for advertising —1 


In this, the first of three articles 
on training for advertising, Mr. 
Ward Burton discusses ways in 
which young men and women can 
become qualified to fill executive 
positions in advertising agencies. 

Every agency, he says, is dif- 
ferent, so that many different 
methods of obtaining practical 
knowledge and experience exist, 
but a pattern is beginning to 
emerge. A great danger is that of 
over-specialisation, but this is 
recognised and steps are being 
taken to combat it. 

Next week Mr. Ward Burton 
will discuss training for adver- 
tising managership. 


PHRASE uttered by Sir 

Edward Salisbury — the 
other day stuck in my mind. 
The occasion was the opening 
of a biological laboratory in 
the University College of 
Exeter. He said, “It is all too 
easy to delve deeper and 
deeper into our own particular 
furrow so that, before we are 
aware of it, we have cut off all 
other view than the narrow 
stip of sky immediately 
above.” 

Is this a danger in advertis- 
ing? Is the growth of the 
specialist in the agencies tend- 
ing to rob the business of the 
all-rounder—the man or womars 
who can see all sides of an ad- 
vertising problem and select 
from many solutions the one 
which offers the best chance of 
success? 1 don't think so. We 
are too conscious of the danger. 
Yes! I said business. Adver- 

tising is a business. To me it is 
the business. The Institute is a 
professional body, of course, 
and the agency members of the 
Institute onerate more and more 
in a professional way but above 
all they must be good business 
people with a wide knowledge of 
the hazards and trials of business 


The hard way 


Most of the heads of our pre 
sent-day advertising agencies 
have come to the top in what we 
call the hard way. They had to 
train themselves. They are most 


should learn their business 


of them all-rounders and very 
few of them ever consciously 
planned the way they built up 
their knowledge and experience 
It happened as a result of their 
zest for work and their enthu- 
siastic application to every pro- 
blem that came their way. This 
training, however haphazard, 
produced many first-class men 
and women. That there were 
very few women does not prove 
anything save the low percentage 
of women in the “jumping-off” 
jobs 

To-day we are beginning to 
plan the training of our young 
advertising recruits, Every agency 
is different and many different 
methods exist. But I do think a 
pattern is beginning to emerge. 
Ihe specialists are conscious of 
the danger of over specialisation. 

Those of us who have had the 
privilege of being on the tutorial 
staff of the Institute’s week-end 
courses have had the opportunity 
of meeting a fair cross-section of 
the agency business, large and 
small, London and provincial, 
gzeneral and technical. This ex- 
perience leaves no doubt about 


This chart is based on the 
11.P.A, examination syllabus 
and shows the scope of a com- 
plete course of training. The 
degree of knowledge im each 
subject is indicated in the 
svilabus; but in practice the 
depth of study varies from 
agency to agency and from 
job to job. Many useful people 
stay in one department all 
their working lives and may 
never study the subjects which 
do not have a direct bearing 
on their own work. The com- 
petent account executive 
should be an all-rounder and 
for him or for her this chart 
represents am ideal. 

The two “floating” subjects 
“Financial” and “Overseas” 
are specialised studies in them- 
selves and only in a few cases 
will come within the field of 
view of the average agency 
exvecunve, 
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How future agency executives 


By E. WARD BURTON, F.LP.A. 


Octosper 15, 1953 


The agency pattern 


Immediate past chairman, Institute of 
Incorporated Practitioners in Adver- 
tising education committee; director, 


the growing tendency to specialise. 
In fact there are two quite 
different, and opposing, kinds of 
specialisation. The agencies hand- 
ling the big national accounts 
tend to keep their people to one 
kind of job—copy, layout, media, 
research, etc.; whereas the tech- 
nical advertising agency breeds 
an executive who can write and 
sketch, order blocks and argue 
with clients, but whose field of 
operations is confined mainly to 
the technical press, sometimes to 
one branch only in that field. 
The week-end course, as we 
have planned it, is the ideal way 
of widening the vision and deve- 
loping the analytical ability of 
both these brands of specialist. 
This is hard fact, not swank! But 
two week-ends a_ twelve-month 
can only lift the curtain and give 
a glimpse of the wide open spaces 
of advertising. Throw in lectures, 
occasional debates, some reading 
and still there remain huge gaps 
which can only be filled by 


a 


Booth Waddicor & Partners Ltd. 


agency managements. Ninety per 
cent of agency training must be 
given by the senior members of 
agency staffs to their own juniors 
and much of it in working hours. 
Training should be a live interest 
of the managing director and be 
supervised by a _ sympathetic 
senior. 


Account executives 


Whatever visualisers may say 
about account executives the fact 
remains that directors of agencies 
are recruited more frequently 
from this class of employee than 
from any other. How are these 
executives to be trained? 

Look at my chart. I know good 
account executives who have 
started life in each of my main 
sub-divisions, but I have no 
doubt that the best place to start 
is in mechanical production. |} 
would keep a trainee there for at 
least a year and at the end of 
that time he will have developed 
quite an understanding of the 


DIAGRAM OF AGENCY TRAINING 
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sell through 


the FIRST 
and FINEST 
television 
magazine 


Since its first number, TV 
NEWS has enjoyed swiftly growing 
success amongst more thoughtful 

viewers. Beautifully printed and 
illustrated on art paper it appeals to 
TY families with wider tastes and more 
substantial incomes. And it appeals to the 
whole family with special regular features for women and 


children. TV NEWS readers have money to spend on more than 


Advertise in TV NEWS 


day-to-day purchases. 


and guide their spending your way. 


Send for specimen copy to :— 
A. W. St. John Dillon, General Advertisement Manager, 1} NEWS, 
147 Victoria Street, Westminster, S.W.1. Telephone : VICtoria 6423/4, 
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HOW TO CUT 
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Industrial Clients, too. 
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| Training for advertising —continued. 


crafts with which he has been in 
contact-—blockmaking, type set- 
ting, the making of plates and 
he should have learned quite a 
bit about print. He will have 
paid a number of visits to news- 
papers, periodical printers, block- 


makers, and have begun to 
assimilate reasons for many of 
the things he does 

The first major move is to 
media. At least six months is 


necessary to get a working idea 
of schedule planning and space 


buying and to acquire founda- 
tions on which to continue to 
build, 


Our trainee should now spend 
about three weeks with an out- 


door service agency, should see 
films and filmicts made and 
shown—and begin to read memo- 


randa on media research and sit 
in at conferences, when media 
problems are discussed 

He will no doubt be displaying 
a certain amount of impatience 
to get down to the real job of 
assistant account executive and it 
is a good plan to begin to focus 
his interests on a few accounts 
and to so steer the daily work 
that it continues the training, fill- 
ing the gaps and widening the 
experience. Turn back to the 
chart and make certain that the 


important items figure in his 
work quickly; that market re- 
search comes into the picture, 


that there are opportunities to do 
some product research, to visit 
exhibitions, to attend a press 
reception and so on. Avoid 
academic exercises if possible; 
make real jobs do the work. It 
takes a lot longer sometimes than 
for seniors to do work them- 
selves, but teaching advertising is 
like that 

After two years jn an agency 
the trainee is eligible to sit for 
the LI.P.A, Intermediate Exam- 
ination subject to certain age 
and other qualifications, and 
if the requisite standard has 
Ocen obtained it is a good 
plan to undergo this test. 
Once the Intermediate hurdle is 
surmounted a further year of 
practical experience must be 
worked before the final can be 
attempted——more frequently two 
years are required. So by a 
judicious mixture of work and 
carefully directed study spread 
over a period of from three to 
five years the young account 
executive eventually the 
final. 


Passes 


The visualiser 


Look through a few jssues of 
ADVERTISER'S WEEKLY and you 
will see quite a number of adver- 


nin’ . 
uN a a market for your Industrial 
8 
: : ts? . 
« ne nee 9844 for a current ag id 
of BUSINESS then you can see 
% yourself. 
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tisements of visualisers The 
balance of power on the creative 


side has moved rapidly, of 
recent vears, in favour of the 
visualiser. The copywriter, in my 


early days, was expected to pro 
duce the material on which cam- 


paigns were based. A layout was 
set to words like music to a Ivric 
Then partnerships came into 
fashion writer and designer 
paired off and out of their joint 
struggles advertisements were 
born 


What is the position to-day” 
Again | must avoid being too 
dogmatic. The visualiser usually 
comes into the picture right at 
the beginning. Some visualisers 
are craftsmen in words as well a3 
in the visual arts and their work 
can “set the pace” and establish 
the idea from which campaigns 
are developed. The development 
of visualisers is obviously a 
matter of much jmportance to 
every agency. It is in fact an 
exercise in marrying art to busi- 
ness in developing a flair which, 
while continually fighting against 
the restriction of mechanical pro- 
cesses does achieve originality 
and novelty, within the narrow 
limits of a policy acceptable to 
the client and to the medium. 

In the beginning there is no 
alternative to a thoroughly good 
art training, preferably at a 
School or Art, which is fortunate 
enough to have a principal who 
is conversant with the needs of 
commercial art. The visualiser 
who is to become an associate 
of the Institute must set about a 
course of study which will give 
him or her the business back- 
ground jn selling, merchandising 
and marketing. Go out “on the 
road” with the salesmen of 
clients, attend sales conferences, 
exhibitions and above all policy 
conferences in the advertising 
agency. A grasp of media prot- 
lems and mechanical production 
should come from a day to day 
contact with them, reinforced by 
book work and a real interest 
in the job. 


The copywriter 


The position of the copywriter 
in the agency structure seems to 
me to be on the wane (1 nearly 
said “pure copywriter” but . . .) 
Copy tends, more and more to 
come out of the production con- 
ference, to write itself, so to 
speak, as a result of fundamental 
decisions on policy. 

This is probably the most difli- 
cult job to teach, as one can on y 
develop an attitude of mind to- 
wards the written selling word; 
the rest will come from the edu- 
cational background, from read- 
ing good English, studying the 
best copy and practice, practice, 


practice. A copywriter will, of 
necessity, do product research, 
read the findings of market 
research, become involved in 
merchandising and marketing 
proposals and so be half-way 
towards becoming an account 
executive. The wider his or her 


training the more likely it is that 
copywriting will become — the 
stepping stone to a directorship. 


To those whose inclinations 
and ambitions are satisfied by 
posts in media and mechanical 


production departments I would 
say—-become technically compe- 
tent to discuss all aspects of the 
activities of your denartment. If 
vou want to widen your horizon 
and look for promotion into the 
executive field—well, the chart 


will give you a more or less com- 
plete nicture of the subjects it 
may pay to study. 
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Ww cs 


f =~ Sell the man at the top! 


He shapes the course 
of business 
throughout the world 


Reach him in over 
100 countries through the 
International Editions of TIME 


TIME MAGAZINE reaches the people who can 
(0 do more than any others to increase your company’s business abroad. 


Every week, four editions of TIME are published in English and read 
by more than 1,700,000 people in over 100 countries outside the vu.s.a. 
Not only are 92 out of every 100 TIME subscribers in business, 
€ government and the professions, but the world’s top business men 
prefer TIME to any other publication. TIME readers everywhere are 
the people who make trends, influence opinion and help to determine 
the trading policies of companies and governments. In other words, 

they have the means or the authority to buy what you sell ! 
You can buy advertising space in all four editions— 
TIME Atlantic, Time Canadian, Time Pacific and time Latin American — 
or in the editions that cover the areas in which you are most interested. 
oe (0) 2 (6) Full details from: The Advertisement Director, Time International, 
ies i Time & Life Building, New Bond Street, London, W1. 
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Commenting upon a new domestic appliance booklet 


BRIAN HILTON in his PRINT REVIEW reminds that 


NOT ALL HOUSEWIVES HAVE 
HOLLYWOOD KITCHENS 


LITTLE while ago I read 

a most abusive criticism 
in one of our leading archi- 
tectural journals of print pro- 
duced by the Gas Council. I, 
too, have been an occasional 
critic of Gas Council print, 
though I hope not an abusive 
one. In my criticism of a new 
production by the British 
Electrical Development Asso- 
ciation, the Gas Council's 
principal competitor, I shall 
try to be constructive. 

Generally both these public 
utilities achieve a high standard 
of presentation. ‘Their chief fault 
is woolliness in the text—due to 
the fact that as mouthpieces for 
whole industries these two bodies 
must avoid mentioning the pro- 
ducts of any particular manu- 
facturer by name. So it is with a 
16 page booklet just issued by 
Beda. There is plenty of brisk 
colour coupled with sound and 
simple typography, but the first 
eight pages deal with cookers and 
other appliances in such general 
terms as to be hardly worth read- 
ing. The later part of the book 
let, which deals with kitchen 
planning is much more specific 
and therefore much more inter 
esting. Had these two sections 
been transposed the reader would 
have got wel! stuck into the book 
before coming to the bit that 
tries so weakly to” sell her 
appliances, 

And, by the way, not all house 
wives have Hollywood kitchens 
Pictures of the great majority of 
kitchens in the country would, it 
is true, be repulsive rather than 
attractive, but just one or two ot 
the photographs might deal real 
istically with the actual problems 
of kitchen planning. 


* * * 


FOLLOWING my somewhat ex 
cited praise of literature produced 
for the Mercedes Benz car, | 


Another German car firm has produced a batch of booklets 

which draw approving comments from our contributor who 

has also seen a cosmetic folder which has sent him chasing 
butterflies. 


have been sent a batch of book- 
lets for the German Volkswagen, 
a range of vehicles at the other 
extreme of the price range. 1 
have to put on record the fact 
that the quality of thought and 
the determination to do the job 
properly are as evident in the 
booklets for the cheap car as for 
the expensive. There is no rea- 
son why not, of course. The poor 
man’s five hundred pounds means 
as much to him as the wealthy 
man's five thousand, and the 
chances are that a firm producing 
cheap cars by the million has a 
bigger income than the = firm 
which makes a relatively few 
hand-made vehicles. 

One outstanding characteristic 
is common to the literature of 
both Mercedes and Volkswagen 

they give a lot of detailed in- 
formation about the cars. It is 
the custom amongst most British 
manufacturers of cars to devote 
practically the whole of their 
booklets to enthusiastic but un- 
specific praise of their products, 
and to cram the hard facts on to 
the last page in 8 pt. or even 
smaller, as I have often pointed 
out when reviewing British car 
bookiets. But both these German 
manufacturers give a good deal 
of factual information in_ their 
blurbs as well as in a statistical] 
summary. 

Practically all the Volkswagen 
hooks are printed offset up to a 
very high standard indeed 


* * * 


THe Pracrice of including a 
Magazine section in annual re- 
ports and statements of accounts 
has spread tremendously during 
the past five years. That is a 
good thing; shareholders ought to 


The Reed Paper 
Group have pro- 
duced a very hand- 
some brochure the 
1wo-page spreads of 
which, in Brian 
Hilton's view 
should have been 
paired. 


know what their business is 
doing and to think wel! of it 
There is always a problem, how 
ever. The figures for the balance 
sheet are confidential unti! 
shortly before the annua! meet- 
ing, whereas if the magazine 
section is to be worthily done it 
must go to press well ahead, The 
usual solution is for the statistics 
to be put on the centre pages, and 
for these to be printed last; or 
for the whole book to be designed 
in such a style that setting of 
the magazine section can be done 
well ahead and the other pages 
dropped in at the last minute 
before machining. 

Ihe Reed Paper Group is so 
convinced that the job is worth 
doing, and worth doing well, that 
its Magazine section is produced 
as a separate brochure and sent 
out with the report and accounts, 
It is a very handsome production 
with two pages and a magnificent 
centre spread of a first class 
Cuneo in full colour. The text 
pages are set in Perpetua, which 
being in 14 pt. and wel] leaded 
looks good on the Aerocote Art 
paper (in small sizes Perpetua is 
often too light in colour for art). 

One detail worries me, Each 
Opening consists of a photograph 
on the left hand page and text 
on the right. The picture page 
has a_ solid bled-off lavender 
border with radiused inside cor- 
ners, then a white margin and a 
squared up half tone. The text 
pages have a swelled ruled line at 
the top, right side and foot en 
closing the text, curved round on 
the corners, and this is printed 
in blue. The facing pages are 
thus not paired, they appear as 
separate units. Not even the 
curves in the lavender border or 
the blue rule tie the facing pages 
together. This seems to me to be 
a pity, since I hold that spreads 
should be designed as a unit 

* » ’ 


Cuen Yu, Lrp., the cosmetic 


people, have used silk screen 
printing to reproduce the shades 
of their face powder in a new 
folder, This is clever since the 
silk screen paint has a matt sur- 
face which reproduces not only 


the colour of the powder but 
also its texture. The rest of the 
folder is printed letterpress in 
black, blue and red. But | think 
the designer was a littl too 
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In this Chen Yu_ folder the 

reader does wot find it easy to 

trace the butterfly shades through 
to the face powder names. 


clever, He showed the powder 
shades in the form of butter- 
flies flying over a blue and white 
sky. The names are set in type 
down in the right hand corner, 
and dotted lines weave their way 
across the page tracing the 
imaginary flight of the butterflies. 
Each name is connected to its 
insect by a dotted line of a dif- 
ferent composition one heavy 
dots, one light dots, one stars, 
and so on, The reader is put to 
quite considerable trouble to 
trace each criss-crossing _ line 
trom the name to the butterfly. 
* * . 


[Ht BENJAMIN Electric Ltd. 
have produced a pleasant octavo 
booklet setting out the history of 
the Company and showing some- 
thing of the plant and technical 
facilities available. The cover of 
the booklet is in solid green with 
the functional use of white to 
represent light from a_ fitting. 
Round it is wrapped a transparent 
cellulose sheet, as a dust jacket. 
! would have thought the new 
process of applying a_ highly 
glossy cellulose finish would have 
been just as effective and much 
less irritating than the slippery 
loose sheet. 


* ¥ * 


“ROSTER OF EMINENCE” must 
be included amongst the most 
impressive pieces of promotion 
matter of the year. Its purpose 
is clearly to demonstrate that the 
journals U.S. News and World 
Report are authoritative. The 
technique is to tell very briefly 
the story of the Authorised Inter- 
views run by the magazines and 
then to show the portraits of 200 
distinguished men and women 
who submitted to these Author- 
ised Interviews. 

The book is divided into sec- 
tions into which the interviewees 
fall by their occupations. All the 
portraits are printed in two 
colours, a venetian red under a 
black and white half tone. But 
whether by design or accident 
the amount of red varies greatly 
from picture to picture so that 
some men have ruddy faces while 
others are almost plain black and 
white. 

As a prestige job it is worth 
study by certain British publica- 
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“READERSHIP”... 


I~ 


eek help to count and classify the is tested by the fireside 


“readers” your money will buy — but when 
: you're planning an advertising campaign, you 
also want to know the character of the reader- 
ship you're getting. 

With The Reader’s Digest, you know you 
are reaching men and women interested — and 
ready to be interested-——in almost anything. 
People whose alertness to new ideas, new 
developments, gives them a certain influence 
on their friends. 

And they are readers. The Reader's Digest is 
edited for readership appeal, not visual appeal. 
(A world sale of over 174 million proves how 
well this formula works.) Each issue is 
designed to be read, browsed over, returned to 
again, passed round the family. 

In such a setting, advertisements have the 
maximum likelihood of being read — not merely 
skimmed over with a quick glance. 


~ 


Circulation guarantee — 850,000 

When you buy space in this magazine-that- 
is-really-read, you not only buy quality of 
readership; you also buy quantity. You buy a 
guaranteed circulation of 850,000. And, because 
The Reader’s Digest is very seldom thrown 
away, but kept, passed right round the family 
and then on to friends, you buy a readership of 
44 million.* In fact, you get all the advantages 
of close, attentive readership in the home, plus 
the circulation figures of a mass medium. 

PAGE RATES: Black & white £535. Full colour £625. 

* Buy lines ” —a small-ads. feature with personalized 

selling : £150 per insertion, including production costs. 
(W rite to us for further details) 


STATISTICALLY, here’s why The Reader's Digest is such an excellent “buy” 


IN BLACK-AND-WHITE In cost per page per 1,000 readers at rates current on July Ist 1953, The Reader's Digest, 
of all magazines, is the cheapest for reaching: 


Over 4) million readers Over 1} million ABC mer Over 4 a million car owners 
Over 2} million ABC readers Over a million ABC women Over 2) million cigarette smokers 
Over a million AB readers Almost } a million AB women Almost } million house owners 


Over 2} million men 


IN FULL COLOUR Less than 17°,, above black-and-white ! Compared with the rates in other magazines, see how 
low the cost per colour page per thousand readers is for reaching : 


~ Cost per colour page Cost per colour page 
per thousand readers per thousand readers 

A TOTAL OF 4,520,000 READERS - - - 2/9 A TOTAL OF 1,910,000 WOMEN - - - 6/7 

2,300,000 ABC class men and women - - - §4§ 1,360,000 housewives - © = = © © «© 92 

1,090,000 ABclass men and women - «- - 116 1,090,000 “ beauty-conscious” women - - «+ 11/6 

1,900,000 men and women aged 16-34 - -« ~- 67 580,000 car owners - = = © © «© «= 21/6 

2,520,000 cigarette smokers - = © «© «= 4/1 740,000 house owners - © © «© «+ « 16/Il 


* All readership figures are quoted from the Hulton Readership Survey 1933 


The Reader’s Digest 


THE ADVERTISEMENT DIRECTOR: | ALBEMARLE STREET, LONDON, W.L, GROsvenor 4738 
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CONTROLLING ARTWORK COSTS 1 the only stage at which an esti- 
mate for such work can be fairly 
asked or accurately given. 

° ° Commissioning expensive draw- 
How to avoid costly errors in oe oe oe oe te 
y tion of saving money, time or 
both seldom achieves those ob- 
jects. Many things that just don’t 
eon ° work out ny es of finished 
drawing can be “slicked-in” on a 
artwork specifications eas een ot soos 
mediate testing stage, particularly 
where complete compositions are 
In this, his first of two articles, W. L. WALTERS-PAGE, studio concerned may mean that: 
manager, Abbey Display Co., Ltd., points out that art buying (a) The artist has to produce 
falls to others besides professionals and that a thorough briefing a rough before proceeding 
can save a lot of time and money. He urges that written instruc- to finished stage, with the 
tions to the studios, agents, | or printers can likewise eliminate a consequent delay in referr- 
deal of costly misund because the size of the final bill ing back any queries that 
depends upon the time taken to carry out instructions. may arise. 
(b) That he will rely upon his 
experience and interpret the 
HEREVER the source of are not the most familiar. a press advertisement, a show _ job as he sees it. 
the underlying idea, the Since art among other produc- card, an exhibition give-away og choice — = Gere 
graphic form in which adver- tion costs have risen steeply ‘¢@flet or some other printed par ager sl phe 
tisements are finally seen by in late years it may be timely "4tEr ae Materaily Ps ose is. 
the public is primarily a to review some of the factors Visuals and roughs creases and there is also the risk 
drawing board problem, for involved. of the artist’s rendering not co- 
until the artists’ work is It is never easy, particularly for The “visual,” “scamp” or _ inciding with the buyer's own 
finished there is nothing for 4 Non-artist, to estimate accur- “rough-rough” as it is sometimes semi-formed notions of what the 
anyone to approve or anyone “ely the cost of a finished draw- called is the basic plan contain- final drawing will look like. This 
else to print. It is impossible ing; far less where any degree of | ing the truly creative part of the can never be more than a matter 
to be unaware of the vast ‘' ition is required. Each job is advertisement, Its purpose is for of opinion between the man com- 
~ ge 2 . different, materials are a minor internal discussion only, and ex- missioning the job and the man 
amount of artists’ work used jem and factory costing methods cept for the very simplest jobs it doing it. The situation is best 
in advertising to-day, and have no place in a business where should not be used for briefing avoided, 
while much of it is commis- — jndividual skills, reputations and finished art 
sioned by experienced buyers output speeds vary widely from The “rough” or presentation Briefing for creative work 
in agencies and advertising Ne artist to another. The ques- layout is a visual developed to 
departments, the job is often tion of cost control is best con give a reasonably accurate pre- The basic method of charging 
ie J sidered in the order of operations view of the printed job. Accord- for general advertising work, 
undertaken by other busy — jecessary to produce a repro- ingly it shows the total amount with which these articles are 


executives to whom art matters duction drawing whether it is for of finished work required and is mainly concerned, is on a time 


A. DAVIES & CO (Shopfitters) LTD 
HORN LANE, LONDON, W.3 
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SEE THE 
DISPLAY BELOW 
AT THE 
LONDON 
SHOWROOMS 


@ SIGNS, SHOWCARDS, DISPLAYS 
MANUFACTURED IN HARDBOARD, 
CARDBOARD, PERSPEX, GLASS, 
PLASTIC, WOOD AND METAL 


IN ‘OUR OWN FACTORIES 


Spearheads in next Spring’s campaigns to boost Soft 
Drinks Sales will be some striking new ACME Point of 
Sale Aids. Here is an example. 

CANADA DRY will be catching the eyes of the 
thirsty from this fine steel-rod self-service stand, specially 
made by ACME. About 5 ft. 6 in. in height, it can be 
assembled or dismantled in less than three minutes. It is 
completely collapsible and packs into the minimum of 
space. ‘The sik screened, stove enamelled finish of the 
name panels is proof against a tremendous amount of wear. 


Write or phon for our illustrated booklet or ask for our 
representative ‘o call and discuss your display needs with you. 


THERE IS ALWAYS AN ACME POINT OF 
SALESMAN WITHIN REACH. 


ACME SHOWCARD AND SIGN COMPANY LIMITED 
9 SOUTH MOLTON STREET, LONDON, W.| —-—SsT ephone: MAY fair 0292 


Showrooms also at CROWN BUILDINGS, JAMES WATT STREET, BIRMINGHAM Telephone : Birmingham Central 2345 
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WHEN THINGS GIVE YOU THE PIP ! 
The telephone is wonderful, but it has its limit- 
ations. You can’t check a colour on the phone. 
You can’t buy someone a drink over the phone. 
Clearly, mankind was never meant to sort out 
intricate production points between pips. At 
Charles and Read you have one of the finest self- 
contained photo-litho units in the country virtu- 
ally round the corner. /t's a comfort to hard- 
pressed executives to be able to work in closely 
with printers so accessible, so “approachable” 


and so keen to produce outstandingly good work. 


LIMITED 


Printers by photo-litho-offset 


and cost principle. Whether one 


. PHONE HOLBORN 2882 
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buys from commercial art studios, 
unagented free-lances or from 
printers; whether the charges are 
direct invoicings or incorporated 
in tota! prices, the purchaser can 
expect to pay at so much pe: 
man-hour for all time expended 
on his work. 

It therefore follows that the 
more complete the briefing the 
less will be the time taken to 
produce a job that will fulfil its 
purpose. 

Except where the advertising 
appeal is based solely upon 
novelty (and many are) it ts well 
to remember that most graphic 
solutions do not depend upon in 
spiration. Bright ideas are wel- 
come enough should they turn up, 
but a great number of no less 
effective designs are determined 
by the inclusion of — certain 
“musts” and the elimination of 
what cannot be used 

In this as in other fields it pays 
to know what one wants, but on 
the many occasions when a com- 
pletely fresh outlook is required 
it is reasonable to give the person 
charged with finding it a clear 
written statement of the objects 
to be achieved together with any 
inclusions expected in the designs 
submitted The time this takes 
is generally less than that spent 
on “inquests” following the un 
acceptable work that can result 
from muddled or incomplete 
brieting 

fo take as a simple example, a 
four-page folder; apart from 
policy factors the designer will 
need to know 

(a) Size in inches, vertical mea 

surement first The writer 
has even heard such vague in- 
structions as “octavo” given 
Octavo simply means one- 
eighth, and unless preceded 
by the full paper saeet size 
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such as crown or demy, etc.. 
conveys no workable infor- 
mation whatever. 

Printing process and num 

ber of colours being run, 

with reference to any 
special “house” colours re- 
quired. 

Whether illustrations are to 
be in line, half-tone or at 
designer’s discretion. 

(d) If letterpress, any existing 
blocks that have to be in 
corporated. 

(ec) Particular illustrations — re- 
quired and availability of 
photographs. This particu- 
larly applies where machines 
appear, for vaguely to say 
“Leave soace for a “such 
and-such”™ often results in a 
new rough or a_ difficult 
revision because the propor- 
tions of the “such-and- 
such” when finally to hand 
bear no relation to the space 
available. 

These and any other relevant 
points not only help the designer 
to find the solution in the short- 
est possible time, but ensure that 
he does not present a design re- 
quiring finished artwork and 
blocks running to an expenditure 
out of all proportion to the print 
run. 

It is natural to want a top 
class job; but it is also necessary 
to remember that with art work, 
as with motor cars, there are a 
number of different price levels. 
“First class” is a term to be used 
with definition as well as dis- 
cretion because to an enthusiastic 
designer it may signify full 
colour, when the advertising pur- 
pose may be adequately served 
by two-colour line. 

Equally when you review the 
roughs, don’t expect the advan- 
tages of full colour half-tone 
when the price you have in mind 
is for two colour line. 


S 


(c 


Ad. Man’s Bookshelf 


( somprehensi ve guide to the press 


VHE latest Willing’s Press Guide 
which has recently been issued 
at 21s. represents the 79th edition 
The publishers have expressed 
the hope that the guide's useful- 
ness during five reigns will be 
progressively continued during 
the sixth. 

Although not an international 
publication a selection of import- 
ant Commonwealth and foreign 
newspapers and journals has 
been included. 

The publishers believe that, in 
the light of their long experience. 
the arrangement of the material 
offered is the best for the sub- 
scribers’ purposes but they have 
affirmed that they would always 
be glad to receive suggestions for 
possible improvements 


Hardly typical 


Lesser Fleas, by G. H.R. f (Hutch- 
inson, 10s. 6d.) 

Lesser Fleas is a sat on the 
musical world and the pu y and 
exploitation of personaly that 


(allegedly) surrounds it 


The author is not, as usually 


the case with fiction of this type 
an advertising man gone sour. He 
is a railway porter, who is to be 
complimented on a clever and read- 
able first novel, and on sufficient 
knowledge: of the underworld of 
publicity to make his satrical picture 
acceptable, fantastic though his 
story may be. 

Readers will chuckle over the 
antics of Wenn, the publicity agent 
and his minions, though thev will 
hope that this book will delude no 
innocent into believing these antics 
to be in any way typical!—C.D.R 


Facts about the 
Commonwealth 


The Empire and Commonwealth Year 
Book, compiled and edited by Ronald § 
Russell, M.P., Empire Economic Union 
4s 


This vear book is a convenient 
comprehensive and accurate presen- 
tation of detailed facts and statistics 
relating to every country in the 
British Empire and Commonwealth 

The book meets the needs of com- 
mercial and business firms, govern- 
ment departments, embassies and 
legations at home and overseas. 
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COMPANY REPORT: 


The following are extracts from Mr. J. Arth 
Odeon Theatres Limited an 


N my last Statement on the 1952 Accounts 
I emphasised the difficult conditions through 
which the entertainment industry was passing 
and said that I could do no more than promise 
that we would do our best to deal with these 

roblems’and maintain our important position 
in the industry. 


CONSOLIDATED ACCOUNTS 
ODEON THEATRES LTD. 


Capital Reserves {701,083 show 


an increase of { 134, 


751 over the previous year 


Revenue Reserves {2,423,441 again show a substantial increase of £1,001,796 dix 
principally to the retention of net profits in the Group. 


Thus the total reserves at 27th June, 


the issued Ordinary Capital of Odeon Theatres Limited. 


Bank Loans and Overdrafts. Duriny the 


review Bank indebtedness has 
now amounts to { 5,804,998. 


the ayyregate reduction ts 


year under 
been reduced by £971,740 and 
Compared with June, 1949, 
approxin ately £.10,500,000. 


Taking loan capital and Bank indebtedness together the 


reduction during the 
during the year /1,811,039 
Consolidated — Profit 
Loss Account. 

The Consolidated 
Profits, less Losses, before 
providing for depreciation 
and interest, show an all-time 
record at {6,762,467 com- 
pared with {6,397,278 for the 
previc Us year. 

It is satisfactory note 
from the analysis of trading 
profits that film production 
and distribution before de 
preciation show a protit of 
£455,247. 

We have paid two years’ 
Dividend on the 6°, Cumu 
lative Preterence Shares «ot 
Odeon Theatres Limited dur 
the 


and 


Trading 


to 


ing year under review. 
The payment is thus brought 
up to date—a matter of 


extreme satisfaction to your 
Directors. 


THE BRITISH FILM 
PRODUCTION FUND 

| intimated that 
unless arrangements had been 
completed by the Spring of 
1953 for an extension of the 


last yeat 


scheme we would reduce our 
present level of production 
and that we would largely 


bring it to a standstill by 
August of this year. 

We are believers in British 
production and because ot 


this we decided to continuc 


production beyond _ these 
dates. 

If, however, a voluntary 
scheme has not been worked 


out within the next month or 
or alternatively Her 
Majesty's Government has 
not indicated to the Industry 
its proposals for legislation 
for a statutory scheme, we sec 
no alternative than to reducc 
materially our 

programme after 


sO 


production 


the films 


which are now shooting and 


yp riod 


ADVERTISER'S ANNOUNCEMENT 


1949-53 is (14,568,606 and 


which wll be coming off the 
floor in October or November 
of this year are completed. 


ENTERTAINMENT 
TAX 


We are in the unfortunate 
position of “being ground 
between two millstones” re 
presented on the one hand by 
the high admission prices we 
are forced charge the 
public through the incidence 


to 


of unfairly high Entertain 
ment ‘lax and on the other 
hand by the steeply rising 


costs of Operation 

In this country, we took in 
at the Box Ofhce this year 
{28,737,691 and paid Enter- 
tainment ‘Tax of {11,136,915 
as against the corresponding 
ot year of 


figures last 


1953, amounted to {3,124,524 or over three times 


many of these — theatres. 
Obviously if the present 
situation continues we must 
in the interests of the share 
holders close many of these 
theatres in order to protect 


the activities of our business 
as a whole. 


EXHIBITION 

We have an enthusiastic 
hard working staff under th« 
guidance of Mr. Kenneth 
Winckles. 

| have mentioned carlicr 
the importance to exhibitors 
of British films. In our own 
operation out of the 12 best 


films shown this year six 
were British. 
DISTRIBUTION 
Domestic. Under the abk 
direction of Mr. Kenneth 
Hargreaves the relationship 


between our General Piln: 
Distributors Limited and our 
exhibitor customers has been 
maintained at a high level of 
on xdwill, 

Eastern Hemisphere. | |x 


ART) 


RANK ORGANISATION 


Kank’'s Statement to the Members of 
bsidiary Companies. 


Ihe year under review has fulfilled these 
«xpectations. There has been no relief from the 
unfair and unreasonable burden of Entertain- 
ment Tax, although operating costs, principally 
“ages, have continued to rise. 

The impact of Television 


has inad an 


increasing effect on attendances. 

! am glad to report that in spite of these 
problems the Group profits for 1953 have 
exceeded those for the record year of 1952. 

This achievement is in a large measure the 
result of the skill, imaginative anticipation of 
trends in the industry, hard work and foresight 


of Mr. John Davis. 


vear, 12 
in whict 


» being produced 
have participated 


financially wholly or in part 
and we | also participated 
financiall in the Ealing 
programs 

Our studios are in a highly 
etherent condition 

“A QUEEN 
iS CROWNED” 

It would not be right if | 
did not rcter particularly to 
this tlm which we produced 
recording the ceremony of 
the Cre ng of Her Majesty 
The O ) and the reception 
of The Queen when she pro 
ceeded through Londen 


Wi cat hn proud indeed 
thar ct pportunity was ours, 
n ly to make an historic 
picture, but to take it success 


fully to th 
the carth 


THEATRE PUBLICITY 
LIMITED: LANGFORD 
& COMPANY LTD. 

I have not previe vusly made 
refer in my annual state 
the screen advertising 


farthest corners of 


ment 


Companies, which make a 


valuable contribution to the 
Group protit: 
I believe that these Com 


panies form a valuable link in 


the marketing of products, 
which view scems to be 
shared by many National and 
local rdvertisers It Is 


perhaps not generally apprec 
iated =however, that this 
Group ts able to arrange the 
presentation of screen adver 
tising to suit all requirements, 
ranging from the local adver 
tiser using animated colour 
slick sona single screen or in 


one locality, to the large 
National advertiser able to 
afford a National scheme in 


volving a minor film produc 
tion. In this latter case the 
campaign can be arranged to 
provide blanket cover with 
short term impact or can be 
' 


spacec overa period accord 


ing to the efleet desired 


Through the medium of 
our Companies we are able to 
arrange such showings to 


some twenty million patron 


for a one-week exhibition 


(30,018,278 and 11,808,831. Perd work put in by. th MANUFACTURING COMPANIES : 
Balen es po ager gyre Arthur Rank Overseas Fil) BRITISH OPTICAL & PRECISION ENGINEERS 
dune the year under ceview Distributors Limited, At LIMITED 
236 operated at a loss of Commodore rr. M. FP, West, 
approximately £725,000 before V.C., C.B.E., M.C., and his This ¢ ompany maintained its profit for the year ended 
providing for interest on staf in recent years is con- < th December, 1952, which was an outstandiny achievement 
capital employed and ex tinuing to bear fruit and Lam in a very difficult period 
cluding protits on the sales happy to advise you that the \ material portion of their business has been secured in 
made in the theatres. cash remittances to London erseas markets. 
his, when these same Ging the past year are near This Group. is engumed in @ vigorous and cxtensiv 
theatres paid (3,449,000 in *” all-time record. research and development programme with the object of 
Entertainment Tax, STUDIOS nproving its existing products and itroducing and 
I have delayed taking Pinewood has been in extend new lines. 
decisions as to the closing of steady production during th« DENHAM 
— LABORATORIES LTD. 
Wi have maintained the 
THE FUTURE Laboratories in tirst clas 
1 can say with confidence that we are in the forefr: vith all the new operational condition — and 
developments in technique and showmanship and that wt the industry have continued to expand our 
must Obviously meet increasing competition from televis believe that capacity to handle all colour 
the cinema will always maintain its important position in th: way of life of processes (excluding Techni 
the people of the world. color vith the result that 
| believe that this Group which is soundly established | branches of we were entrusted by Associ 
he cinemas and allied industries will continue to give a id account of ated British-Pathe with the 
itself and, provided the problems of Entertainment Ts 1 the British printing of “ELIZABETH 
Film Production Fund are dealt with, should show a sa ry return to IS QUEEN” involving the 
st holders. production of two million feet 
of film in amatter of tive days 
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The Daily Express is Britain's most 
powerful advertising medium with 
a national sale of over 4,000,000 


copies each day. The 1953 Hulton 


Survey shows that the Daily 


Express is read by more than 


10,000,000 persons and, in the 


high-spending A B & C income YY, 93G < 
groups, it leads all daily newspapers. ‘ 


Member of the Audit Bureau é 
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laa ean nee, 


Well over 360,000 Salesmen 


are making 


he ane i 


contacts in 
Yorkshire 
today 


reyes sees 


COMBINED total of well over 360,000 
copies of THE YORKSHIRE POST and 


enahr- 


THE YORKSHIRE EVENING POST goes out into 
England’s largest and most continuously prosperous 
4 county each weekday. 
Your sales organisation needs the backing of 
these auxiliary travellers, to whom no door is 
v" closed. 
¢ Advertise regularly in— 
of 
4 


THE TORASERE POST 


THE YORKSHIRE. EVENING POST 


“An Area Campaign in themselves” 


Members A.B.C. 


THE YORKSHIRE CONSERVATIVE NEWSPAPER CO., LTD, LEEDS 1}. TEL. 32701 

LONDON OFFICE: 171, FLEET STREET, E.C.4 TELEPHONE: CENTRAL 9693 

MANCHESTER OFFICE: 5, CROSS STREET. TELEPHONE BLACKFRIARS 0867 

DONCASTER OFFICE: SCOT LANE TELEPHONE: 4001 

BRADFORD OFFICE: BROADWAY HOUSE, TELEPHONE: 21571 
C53 
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Abundant raw materials assure 


a thriving commercial future 


The great market of the East and West Ridings is surveyed in this report. The local industries are 


listed and the spending power of the population estimated. 


It is pointed out that despite official 


figures relating to average income there are grounds for believing that the income per family of 


TIVHE advertiser considering 

the Yorkshire market 
will focus his attention at once 
on the great West Yorkshire 
conurbation. Over one and a 
half million persons are to be 
found here; 41 per cent of the 
total population of the East 
and West Ridings. 

The industries concentrated in 
this area owe a good deal to the 
abundant local supplies of coal 
which are located in the wedge 
lying between three rivers—the 
Aire, the Calder and the Don 
All types of coal are mined 
first-class coking, steam, gas and 
house coals, and they add up to 
over one-sixth of the total output 
of this country. There are no 
tears that supplies will run out, 
either, for the reserves are ex 
tremely large 

Thanks in part to the abundant 
coal supplies and the soft lime- 
free water, the name Yorkshire 
has become synonymous” with 
that of woollen goods The bulk 
of Great Britain’s worsteds and 
nearly one-third of the country’s 
output of carpets emanate from 
Yorkshire. In many towns, 
especially the smaller ones, over 
half the workers are in the wool 
len industry. The full significance 
of this industry cannot, however. 
be measured only in terms of the 
numbers actually employed, for 
it is linked with other industries 
which serve it. For example. 
there are the engineering workers 
of Keighley who make textile 
machinery, and the chemical 
workers of Huddersfield who 
manufacture dyes and bleaches 
for use in treating the wool 


The coal industry also provides 
the basis for the iron ard steel 
firms of the West Riding which 
originally also drew their supplies 
of iron ore from local sources. 
Ihe heavier steel and engineering 
works are concentrated between 
Sheffield and Rotherham. while 
cutlery and the lighter steel pro- 
ducts are more prominent to the 
south and west of Sheffield. The 
output of pig iron, which is about 
three times that of steel, finds its 
way into the wrought iron works 
of Leeds and Bradford and the 
engineering works of Halifax and 
Huddersfield. 

The other large population 
aggregate is that of Hull, the 
third largest city of Yorkshire. It 
has little affinity with the other 
towns we have mentioned, how- 
ever, since it is primarily a port. 
One-sixth of Hull workers are 
engaged in transport and one- 


the region is up to the national average. 


Potential market for a pipe 

Our estimate of the total num- 
ber of potential consumers in the 
East and West Ridings is depen- 
dent first on our ascertaining 
what proportion of males are, in 
fact, pipe-smokers. Fortunately, 
a certain amount of research has 
already been done on this sub- 
ject during the course of the 
1953 Hulton Readership Survey. 
According to this survey, the 
proportion of men who smoke a 
pipe has declined slightly in 
recent years, from 23 per cent in 
1950 to 22 per cent in 1952 and 
20 per cent in 1953 

It is also interesting to note the 
secial class variations in the pipe- 
smoking habit, which tends to 
increase as we go up the social 
scale, 


* The potential market for 

a pipe was the starting 

point taken by our market 

investigation team for a 

merchandising estimate 

of the prosperous York- 
shire region. 

* They have drawn atten- 
tion to the fact that about 
one-third of the women 
are in employment. 

* In his on-the-spot round- 
up WILTON EVAN 
drives home the fact that 
some of the wealthiest 
working class consumers 
in the country live in 
Yorkshire. 


If we assume that the Hulton 
social class groupings correspond 


vial Class Group 
| 


Ab ( | Dt 
Percentage of men 
in this social class 
group who are | 
pipe-smokers | 29 | ut Is 


roughly with those used by the 
Government in their preliminary 
report on the 1950 Census of 
Distribution, then we can build 
up a picture of the potential ares 
market as follows 


No. of males in 


t . BE. & W. Ridin smoking N f 
seventh in- distribution. These aged \% and over a pipe persons 
oints should be borne in mind 
Pp the lect ; % 2 No. in Social Class and ’ (Hulton AB "10.000 at) w.700 
in the selection of a test town No. in Social Clas Hulton ¢ 744,100 4 154100 
prior to extending distribution No. in Social Cla jand 5 (Hulton DE = 000 Is mu, AWD 
over the entire area. 
OUTLETS LICENSED TO SELL TOBACCO 
sreat Britain ast an est Ridings West rhs Conurbatior 
| G B hast iu Rid y 
| | Outlets per | Outlets per Outlets per 
Total No. of 10,000 tal No. of 10,000 Total N / 10.000 
establishments population stablishments | population establishment fpopulanor 
Chocolate, sugar confectioner- | 
_toba onists | 2u501 mw ii ri) io 4 
Pobac -onists-newsagents 14,287 ' r ‘ ) 
Tobacconists 10,254 . 1 i i 
Off-licences 7,008 i") ! “ } ‘ 
Chocolate, sugar confectioner, | 
_ tot acconist-newsagents | 657 "4 “10 1S 
Unlicensed restaurants etc. with | 
confectionery and tobacco | 6,500 l 70 7 
Men's hairdresser-tobacconists | 35°51 AVR 12 
Variety stores | ols , 4} i 
Other general stores 27% less thar 15 less than , 
Department stores 520 J , ! I 
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ADVERTISER'S WEEKLY 
SCORERS ee. SPB 


Doncaster Chronicle 


The Popular South Yorkshire Weekly 


COVERS DONCASTER AND DISTRICT 


MEMBER A.B.C. 


Long known to shrewd space-buyers 
as a proven builder of sales in South 
Yorkshire for the product designed 
to appeal to the family of average 


income. 
6 
Head Office: SCOT LANE, DONCASTER 
Tel. 4001 
London Office: 171, FLEET ST., E.C.4 


Tel. Central 9693 


... If we do lose sleep 
at nights and work till 
daybreak and have 
fights in the “‘old man’s” office 
we do it all for you Sir. And 
really we don’t mind one little 
bit—because our long, long 
experience tells us that what 
you are interested in is sales — 
and we'll get them even if it 
means turning our little world 
upside down Sir! 


BENNETT WILLIAMS 
(Advertising) Limited 


ered Prectitioners im Advertising 


1Sa Westgate, Bradford, Yorkshire 
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Yorkshire market survey 


CLASSIFICATION OF INCOMES BEFORE TAXATION, 1949-50 


| 


East Riding West Riding 


Total No. of 


incomes 20,049,789 


177,651 | 100% 


} 
1,419,523 | 100° 


35 | | 4% b 49,964 | y 
150-190 2,922,930 | 14% 16% | 204,866 | 14° 
200-249 | 2,864,349 | 14% 156% | 194,965 | 14% 
250-200 3,089,164 | 15% 18% | | 15% 
400-349 | 2,607,300 13% 14% | 13% 
350-590 2,090,820 | 10% 9% 11% 
400-440 1,523,430 ~ | 6% 8%, 
450-400 1,075,490 i | | 4% 6%, 
WO0-599 1,262,360 | 6% | 5% 7 
600-600 | 591,590 | 3% | | 2% 3% 
700-799 $12,820 | 2% | 1 2% 1% 
BOO=KO0 183,920 | 1% | } 1% 1° 
00-099 120,900 1% | | 1% n 

1,000-1,499 | 205,420 | 1% | } 1% 1% 

1,500-1,900 122,700 1% } 1% 1% 

2,000-2,900 121,667 1% | 1% 1% 

$,000—4,000 70,063 | 1% ; on n 

5,000 and over 43,136 n ’ n 3,167 n 

Average Lila | L386 £304 

| 
Source—Commissioners of Inland Revenue Annual Report 
This calculation gives us a age. It should be borne in mind. 


total of 332,300 possible custo 
mers, compared with the 290,500 
we should arrive at by applying 
the overall figure of 20 per cent 
to the total number of males in 
the region aged 15 and over. The 
true figure is probably between 
the two quoted. 

It would have been instructive 
if we could also have had separ- 


however, that the average figures 
are based upon the total number 
of incomes and do not therefore 
give an accurate representation of 
the income per family. There 
are grounds for believing that the 
latter figure is up to the national 
average if the number of wage- 
earners per household is any 
guide: 


Great Britain E. and W. Ridings 


Total No. of households 
No. of earners—0 a 
1 
2 ‘ 
3 or more “ee | 


14,481,000 
2,032,000 14° 
6,784,500 47% 
4,407,700 26% 

1,857,300 13°, 


1,254,000 
170,900 13°, 
582,400 47%, 
345,200 28% 

156,400 12% 


ate figures for each age-group, 
but that is, perhaps looking a 
gift horse in the mouth. What 
Hulton does do, however, is to 
classify pipe smokers on the basis 
of the amount of tobacco which 
they consumed during the day 
prior to the interview. It seems 
reasonable to assume that these 
sub-divisions may also provide a 
guide as to the relative demand 
for pipes: 


No. interviewed 1275 100° 


| 
Heavy smokers (smoked 2 5 oz. | 
or over during previous day t 


Normal smokers (over 15 oz 
and less than 2 5 oz 6 
Light smokers Dm 


Income levels 

The purchasing power of pros- 
pective customers can be gauged 
In two ways: by examining the 
Inland Revenue figures relating 
to personal incomes and by look- 
ing at the current weekly earn 
ings of the men employed in the 
principal occupation groups 

The Inland Revenue figures are 
reproduced above. They are, 
however, subject to certain limit- 
ations in that the latest data 
available relate to the fiscal year 
1949-50. 

The table indicates that the 
average income in the West Rid- 
ing is slightly higher than that in 
the East Riding, while both are 
slightly below the nationa! aver- 


The average number of earners 
per household in the East and 
West Ridings is bolstered up by 
the fact that about one-third of 
Yorkshire women are in employ- 
ment. This is very relevant when 
we come to work out how much 
of a man’s earnings are left in his 
pocket for him to spend. 

The table on page 154 indi- 
cates the current earnings of the 
Main Occupational groups. We can 
see from it that the coal miners 
and the engineering workers are 
not only the most numerous but 


are also the most highly paid 
Retail outlets 
Where can our manufacturer 


sell his pipes and where can he 
advertise them in the area? Let 
us take a look at the Census of 
Distribution figures which have 
just been published and see how 
many outlets there are in this 
region which are licensed to sell 


tobacco (see the table on page 
151). Clearly not all these estab 
lishments will be = suitable to 


stock pipes but they must be 
taken into account when planning 
shop displays. 

The interesting features which 
emerge are the comparative un- 
importance of off-licences and 
unlicensed restaurants as outlets 
for tobacco in the East and West 
Ridings compared with the rest 
of Great Britain. On the other 
hand, the area is especially strong 
in men’s hairdressers who com- 
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TUM ANE NEY 


It would be sufficient recommendation 


to say that Sheffield is Steel. But 


Sheffield steel is the aristocrat of its 


industry- -witness the new mills for 
stainless steel strip and continuous 


billets and the emphasis on specially 


hardened tungsten and_ heat-resistant 


steels. And at nearby Scunthorpe new 
modern primary iron and steel plants 
have sprung up. Nor does the story 
end with steel, nor with cutlery and 
plate, precision engineering and ma- 


chine-tool manufacture. 


Sheffield cans vegetables and _ fruit, 


produces proprietary chemicals, print- 


ing types and confectionery. In short, 
for strength resulting from diversity 


combined with strength of basic 


industry Sheffield stands supreme. 


Tapping a Cast of Alloy Steel from a 
Seven-ton Electric Arc Furnace at Sheffield, 
In this area the dominating newspapers are : 


SHEFFIELD TELEGRAPH 
THE STAR (Sheffield) 


KEMSLEY 


NEWSPAPERS LIMITED - SHEFFIELD -§ LONDON 
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stanley 
publicity 
limited 


22 high street 


sheffield | 
telephone 20179 
and 26906 


staffed by a team 
of creative artists 
and writers 
whose ideas 

and illustrations 
will really SELL 
your goods 


display studios :- 
235a london road 
sheffield 2 

telephone 50654 


norwich union buildings 


*? 14. 
°24 per single column inch 


ensures your advertisement entering 1,000 
homes in the thickly populated area of 
the West Riding of Yorkshire, if you use. 


The 
Wakefield Express 


Series 


A.B.C. Certified Sales 


69.536 
COPIES WEEKLY 


Flat Rate 18/6 


Head Office ; London Office : 
4 6 Little Westgate, Wakefield. Mr. E. J. Wills, 118 Fleet Se. 
Tel. 3164 Tel. Central 2715 


Yorkshire market survey 


Ocroper 15, 1953 


MAIN OCCUPATION GROUPS AND AVERAGE 
WEEKLY EARNINGS 


East and West Average 
West Yorks Weekly Earnings in 
Ridings Conur- April 1953 (2 
Total bation Men 21 years and 
1 1) over 
lotal males aged 15 and over 1,492,400 09,400 
Occupied 1,517,000 537,200 
Unoccupied and retired 174,500 72,200 
Metal manufacture, engineering 
and allied trades 241,800 6,700 Metal mfrg. £10 os. 4d 


Transport and communications 1! 

Coal mining 114,600 
Unskilled not specified elsewhere 1 
Commerce, finance and profes 


sional (exc. clerical 103,200 
Clerks, typists, etc 61,600 
Professional and technical (ex« 

clerical 54,500 
‘Textile workers 4,500 
Makers of textile goods etc 14,500 
Building and contracting 4,000 
Painters and decorators | 22,700 
Agriculture, horticulture, forestry 2,100 


Engineering, shipbuild 
ing and electrical goods 


Lu 16s. 4d 
40,000 £- 10s. ad 
15,500 £12 ts. Id 
44,100 Not available 
50,000 
29,000 
25,000 
8,200 LA Vis. tid 
11,200 £8 17s. % 
20,500 £4 5s. 10d 
10,600 £4 Os. 10d 
12,100 £6 14s. 2s 


Sources—(1) Census of Population, 150: (2 


bine their main trade with that 
of tobacconist 


The research programme 

Part of the market research 1n 
formation we require has already 
been obtained for us by the 
Hulton Readership Surveys, and 
the statistics quoted should also 
go some way towards building 
up the market picture 

Some notable gaps still remain, 
however, and one ol the chiet 
headaches is likely to be the one 


) Ministry of Labour Gazette Sept. 1055 


that the reading habits of pipe- 
smokers follow a similar pattern 
to those of men in general. The 
following data, extracted from 
the Hulton Readership Survey of 
1953, reproduces the readership 
figures of some of the largest 
national publications. In study- 
ing it, however, we must not lose 
sight of the relatively greater 
proportion of error inherent in 
the necessarily smaller sample of 
heavy pipe smokers. 


All 


Radio Times 1) 
News of the World | 
Daily Express | mr 
People oe) 
Sunday Pictorial | 83 
Sunday Express Pd | 
Daily Mirror 7 


Pipe smokers (Men Only 


Men Heavy Normal Light 
s s $5 | eae! 
7 s 171 55 
6 10-6 oo 25-4 


ts 
x 
- 


of discovering just how men 
decide on which make and type 
of pipe they will choose.  Per- 
haps they do judge each pipe on 
its individua] merits--the shape 
of the bowl and the mouth-piece, 
the quality of the wood, and so 
on—but we might equally well 
find a position analogous to that 
in the cigarette field, where it ts 
the brand name which counts 
Is the solution to “do a Dunhill” 
in reverse, that is, to link up 
with a tobacco manufacturer and 
use the goodwill which he has 
built up over a period of years? 

Another fruitful field for re- 
search would be an investigation 
into the price range in which our 
client would sell his pipes. Is it 
more profitable to seek a mass 
market with several chie! lines 
or to concentrate on more exclu- 
sive models which would appeal 
to those in the upper income 
brackets? 

The media picture 

So far our problem has been 
examined trom the marketing 
point of view. We have also to 
consider what help we Can expect 
from local media in iking 
known our product in the region 

Information available suggests 


Ihe readership of provincial 
mornings in the region becomes 
relatively more important — be- 
cause of the somewhat lower 
readership figures for national 
mornings. The high readership 
of the evening press locally has 
been maintained, and is in fact 
higher than in any other part of 
the U.K. So far as the local 
weeklies are concerned, reader- 
ship has shown a tendency to 
increase in the last two years. 


Comparison between the 
readership figures for the country 
as a whole and the area defined 
as the North East and North is 
shown in the following table: 


i | North 

| Total East 

| all and 
Regions | North 

Morning Nationals 80-9 70-3 
Sunday Nationals 91-1 916 
Evening Newspapers | 65-2 73-2 
Local Weeklies .| 580 38°3 


We are, of course, reproducing 
above results based on readership 
of men and women combined, 
whereas the overall readership of 
men tends to be higher than that 


(Continued on page 160) 
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LAYTON SERVICE IN 
THE NORTH COUNTRY 


PROCESS ENGRAVING 


ADVERTISEMENT TYPESETTING 


PHOTOGRAPHY 


ARTWORK 


ELECTROTYPING AND 


STEREOTYPING 


C. & E. LAYTON LTD. 


LEEDS: 14 BUTTS COURT: TELEPHONE: LEEDS j40 318-2 


MANCHESTER: 12 ST. ANNE’S ARCADE: ST. ANNE‘S SQUARE 


TEL: BLACKFRIARS 2004 
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FOR 

4 

+ 

and fringing the Lancashire 
border. An Area UN- 
TOUCHED by any other 
local WEEKLY Newspaper 
~-the 


(Skipton) 


CRAVEN HERALD 
& PIONEER 


circulates in over 80 Towns 
and Villages, covering a 
prosperous Agricultural Dis- 
trict also pockets of 
Industry in Textiles and 
Engineering. 


A.B.C, Figures 
JAN.— JUNE 1953 


17.714 


Ask for our Break-down figures! 


No Scheme aiming to Cover 
YORKSHIRE effectively 
can afford to OMIT the 
Craven Herald & Pioneer. 


A trial is always worth while. 


Head Office: Skipton, Yorks. 


London Office: 53 Fleet St. E.CA 
Telephone: Central 4968 
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One of the best 
of the Provincial 


Agencies 


CHARLES 
WALLS 
& PARTNERS 
LIMITED 


35 MORLEY STREET 
BRADFORD 


BRADFORD 


22258 
(3 LINES) 


REGISTERED PRACTITIONERS 


| 
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Wilton Evan in Yorkshire 


ON-THE-SPOT REPORTER FINDS 


Greater goodwill towards 


than for many years 


MP\HE other day, a_ small 

trader walked into the 
ollice of an advertising agent 
in Bradford and said, “I want 
to spend a tot of money on 
advertising.” 

“And what do you call a 
lot?”, asked the agent. 

“A hundred pounds.” 

The agent did not smile. He 
was shrewd enough to remember 
that many famous businesses in 
Yorkshire started in a small way, 
spending shillings on advertising, 
and to-day they are world- 
famous, with appropriations of 
noble proportions. 

Mackintosh toffee was first 
made in a back-room at Halifax; 
the Halifax Building Society 
started with only six members... 

The story is told to point a 
moral. The trader who “wanted 
to spend a lot of money” had 
never advertised before. Now 
he and scores like him are be- 
ginning to appreciate that adver- 
tising pays. An advertising agent 
in Sheffield started business in 
1946. Now it handles 68 
accounts. 

The significance is that men 
who have spent a lifetime in the 
industry mow reckon that in 
Yorkshire there is greater good- 
will towards advertising than 
there has been for many years. 

Autumn bookings are reach- 
ing boom proportions. News- 
papers are planning large issues. 
The twenty-page Yorkshire Even- 
ing Post published the other 
week gives some foretaste. 

Outdoor stations are heavily 


Workpeople leaving the factory of E. 
turers of worsted varns, of Cleckheaton. 
industrialists have improved their premises by 


fountains and other “eas) 


posted. Driving along the busy 
roads from Leeds to Bradford 
affords one of the brightest and 
most lively displays of poster art 
to be seen anywhere. Designs of 
distinction (like Savignac’s first 
British poster—see page 161) do 
much to improve the amenities 
of a very workaday setting. 

Engineering firms report their 
order books are full for three 
years. 

The over-all industrial 
economy of the county presents 
a picture of diversity. In Leeds, 
for example, the Chamber of 
Commerce has listed over 1,000 
different occupations and protes- 
sions practised in and around that 
great city. There are more cars 
per head in Bradford than any- 
where else in Britain, so they say, 
though now the city has only 
five millionaires among its resi- 
dents. 

All this adds up to show that 
England’s largest county offers 
the biggest challenge to sales and 
advertising men that they have 
faced for many a year. 

Yorkshire is famous for cau- 
tion as well as cricket, and sales- 
men assigned to the county of 
broadacres often take quite a 
time to “dig themselves in.”” We 
have heard a lot about the hard- 
selling lately, and in Yorkshire it 
has got to be hard. But, if the 
price and quality are right, here 
is a most profitable market 
Make no mistake, however, it is 
a tough market. It canrot be 
won by piece-meal methods, by 
“stunts” or spasmodic drives. 
Only solid and sustained sales 


Wadsworth & Sons Ltd., manufac 
This is a good example of how 
laying out gardens with 
to the eye" decorations. 


advertising 


efiort will bring maximum re- 
wards. 

Local traders and business men 
who have their finger on the 


pulse of this market have stepped 
up their advertising, as much as 
25 per cent in the case of some 
of the big stores. They know 
that wages are on a uniformly 
high level. 

I met a miner in a pub, and 
having made friends with his 
whippet, got talking. He had 
just come back from Stockholm 
where he had been on holiday. 
He said his pay-packet last week 
was £18. 

I had dinner with a business 
man at the Monk Fryston Hotel, 


near Pontetract. Jaguars and 
Bentleys were almost “two a 
penny.” 


At both ends of the 
money is circulating well, 

Every day thousands of workers 
from the non-textile areas of 
South Yorkshire are being trans- 
ported to the West Riding, where 
the textile industry is booming. 

“The plain unvarnished facts 
about the size and extent of the 
market are not generally recog- 
nised,” an astute business man 
told me. 

The West Riding alone is 
larger than amy other whole 
county in England, with the ex- 
ception of Devonshire and Lin- 
colnshire; is the second largest 
agricultural producer in the 
United Kingdom in almost all 
branches of farming, and is the 
fourth largest population group- 
ing in the Kingdom. 


scale 


Spotlight Town 
SHEFFIELD 

\ OST notable Sheffield success 

story of recent months has 
been the opening of the new 
Walsh’s department store, which 
had been completely rebuilt after 
war-time destruction. This re- 
habilitation of a large and im- 
portant section of  Sheffield’s 
shopping centre gave an all-round 
boost to local trade. 

It was marked, as far as 
Walsh’s were concerned. with a 
large advertising drive, the high- 
spot of which was a four-page 
display in the Sheffield Telegraph. 

Advertisement space bookings 


in Sheffield are currently at a 
considerably higher level than 
those for the corresponding 


period of last year. There is every 
indication that they will at least 
continue at this high level, while 
there is a distinct possibility that 
an even higher trend will manifest 
itself. 

The circulation area of The 
Star is the citv of Sheffield and 
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ADVERTISER'S WEEKLY 


Bloom in °°" 


worsted industries of West Riding 
that thousands of workers are now 
ag TY rf | > brought in daily by special 
D q i ag transport from South Yorkshire— 
even from the Lancashire borders! 
Vo WILL cS Production and exports—are 
° = reaching new high levels, bringing 
ever greater prosperity to one of 
Britain’s richest industrial areas. 
No need to tell you that vast 
opportunities await you here! Your 
advertising in the Westminster Press 
newspapers will make maximum 
impact, bringing first rate results 


at a very reasonable cost. 


¢ Dorkshire Observer 


MORNING 


Telegraph & Argug —....- 


EVENING 


Head Office: HALL INGS, BRADFORD, 1. Tel) # KADFORD ag511 


ERNEST LUMSDON: London Advertisement Direct 


WESTMINSTER PRESS PROVINCIAL NCWSPAPERS LIMITED 


167-170 FLEET STREET, LONDON, E.C.4. TEL: CENTRAL 3265 


Leeds Office: |/, Albion Ploce Leeds |. Tel: Leeds 24998 Manchester Office: Midland Bank ous Cross St., Manchester 2. Tel Blackfriars 3930 
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ADVERTISER'S WEEKLY 


A LEADING TRADE 
JOURNAL writes to 


one of our clients — 


“| do want to extend to you and 
your Advertising Agents my sincere 
congratulations on your double page 
spread announcement In the current 
issue of my Journal. 

It is certainly a display that has all 
the Yanks ‘walking about’ and I thank 
you for the honour of letting me have 
the advertisement. It gives a fine tone 
to my Journal and if other — 
try to copy your example I shall not 
But I think you have set a 


eres ll be a long time in 


standard they wi 
‘ . ” 
achieving. 


"FOR GOOD ADVERTISING 
CONSULT — 
COLLINSONS 


COLLINSON’S ADVERTISING AGENCY LTD. 
Guildford Chambers, I11 The Headrow, Leeds | 
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OWLS SCREEN 


SERVICE 


available for 


EXHIBITIONS 
DISPLAYS 
CUT-OUTS 


The full rendering of illustrations in colours that 
live, tell the story in realistic fashion. Make a 
note of silk screen colour printing by Wilkinson 
and Dickinson for your next publicity campaign, 
and because of its first-class sales appeal, place 
a bold mark of emphasis against it. 


We should be most happy to advise you on 
any point and submit ideas that will help. 


Quantities from 25 - 100,000 
produced in any number of colours. 


PHONE 24047 
WILKINSON DICKINSON DISPLAY, 


Il Neville Street . Leeds | 
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Wilton Evan in Yorkshire 


Before % 


Throughout the outdoor 
advertising industry Yorkshire 
is renowned as a county of 
great opportunity and one in 
which the poster advertising 
men are always abreast of the 
latest developments in display. 


Special sites—some includ- 
ing bulletin boards — have 
brightened up many a dull 
corner in industrial centres. 


Such, however, is the acu- 
men and enterprise of the 
poster advertising industry 
that planning authorities in 
some of the most historic 
towns and cities often invite 
their co-operation in improy- 
ing local amenities. 

The transformation shown 
here was effected by Sheldons 
Ltd., in York. 


® After 


© SHEFFIELD—continued 


the area for some fifteen miles 
around. The Sheffield Telegraph 
also circulates within the city—it 
and The Star are the only news- 
papers published _ there—and 
extends its coverage to the im- 


| portant coal-mining areas of the 


region and, eastwards, to one of 
the richest farming communities. 

The papers’ editorial] character- 
istics reflect their respective 
readerships. In each case these 
are largely composed of the solid 
and prosperous middle-class (and 
in the case of The Star the equally 
prosperous skilled working-class) 
which the balanced and wealthy 
industrial] structure of the area 
guarantees. In each paper, there- 
fore, there is a distinct angling of 


| the editorial content towards the 


needs and interests of this reader- 
ship, with—in the case of the 
Sheffield Telegraph — a strong 
coverage of agricultural news and 
views. This latter feature is firmly 


supported by agricultural display 
and classified advertising. 

Of Sheffield and the area im- 
mediately around there is no need 
to do more than point out the 
immense strength and balance of 
its economy. With the produc- 
tion of “quality” steel in all its 
forms, backed by the primary 
iron and steel plants—huge in 
size and ultra-modern in equip- 
ment—the area could well rest 
content for its security on the 
prowess of steel alone. 

Add to this, however, the ancil- 
lary industries of cutlery and 
plate, precision engineering and 
machine-tool manufacture, Fol- 
low with the diverse mixture of 
fruit- and vegetable-canning, the 
founding of printing types and the 
manufacture of confectionery. 
Complete the picture with agricul- 
ture, the manufacture of agricul- 
tural machinery and the ramifica- 
tions of the agricultural market- 
ing industry. Such is Sheffield and 
district. 
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Wilton Evan in Yorkshire 


HICH is” the — smallest 
weekly newspaper pub- 
lished? 

My guess is the Easingwold 
Advertiser, which consists of 
four pages, 11 x 174 inches. It 
is’ a homely, unpretentious 


* * * 

Quoted the wide world over 
aS an authoritative voice of 
public opinion is the York- 
shire Post, for many years 
in the front rank of the provin- 
cial press with a reputation 
robust and resounding. 

There you have a sample from 
both ends of the scale. 

Papers like the Yorkshire Ob- 
server and the Sheffield Telegraph 
are known and respected not only 
throughout the county but well 
beyond its boundaries — while 
evenings like the Hull Daily Mail 
and the Yorkshire Evening News 
serve to show that Yorkshire 
clings firmly to the finest tradi- 
tions of evening paper journalism 
for keen coverage and wide distri- 
bution. 


The Wharfedale and 
Airedale Observer 


The Shipley Times 
and £xpress 


The Fiklen Gazette 


These three papers cover the 
circle of towns and rural 
villages lying between Leeds, 
Bradford, Harrogate and 
Bolton Abbey. 


PUBLISHED BY 


Wm. Walker & Sons cottey) Ltd 


VICTORIA WORKS, OTLEY 


London Office : 89 FLEET STREET, E.C.4 
Tariff rates on request 


Combined Circulation Over 25,000 


ADVERTISING 


SERVICE 
(Hull) 
LTO. 


WALTHAM STREET - HULL. 


Some of the newspaper groups, 


‘Wealthiest working class 
readership in the land’ 


by virtue of long service to the 
local community, are especially 
entrenched in public affection, 
whether they circulate in the coal- 
fields or in and around fashion- 
able spas like Harrogate and Scar- 
borough. The heavily populated 
industrial towns in the West 
Riding are well served by their 
local papers; so, too, are the 
villages and hamlets which nestle 
in the dales. This point is well 
illustrated, once more, by the 
Easingwold Advertiser which 
offers wide coverage in Easing- 
wold, Alne, Tollerton, Huby, 
Sutton -on- Forest, Stillington, 
Brandsby, Crayke, Oulston, Carl- 
ton Husthwaite, Husthwaite, 


ENERGY 
Srvad s mans chief food $t is mow important than 
any other articde of dict. lany things have bern 
written about broad and many varieties can be 
made Qle are now free to make exactly the 
loaf you prefer. The white bread which we are 
is reminiscent of the bread vou covid 
the war. ft is enriched with fat and 


This advertisement from a Brad- 

ford baker, in the “Yorkshire 

Observer,” demonstrates the digni- 

fied and impressive copy appeal 

which goes down well in York- 
shire. 


Raskelf, Helperby, Brafferton, 
Myton, and Tholthorpe. 

Papers with a pull in the indus- 
trial areas have large readerships 
among some of the wealthiest 
working class consumers in the 
land. 

Numerous instances could be 
offered of the impact which the 
local newspapers make, Recently 
a fashion house had a particularly 
stylish piece of merchandise to 
dispose of in Barnsley, a big min- 
ing centre. A front page insertion 
in the Barnsley Chronicle saw the 
whole consignment cleared before 
noon on Saturday—and the bulk 
of it went on Friday, the day the 
Chronicle appeared. A director 
of this fashion firm stated that the 
number of their customers from a 
distance continues to increase 
rapidly. Small wonder, for traffic 
Statistics show that over 365.000 
people come weekly to Barnsley. 

Loyalty of advertisers is evinced 
by the fact that a good number 
of local traders established for 
more than half a century have, 


of tons 
and teaspoons 


HOW THE IMAGINATIVE POWER OF 
AN IDEA GRIPS THE MIND!... 
Marcus Stone’s famous portrait of the youthful 
James Watt contemplating the transfer of steam- 
power from teaspoon to tonnages is everybody's 
mental picture of the dawn of the industrial era! 
The power of ideas is the eternal driving force 
of progress. Steam has yielded up much of its 
dominion to oil; oil will be superseded by atomic 
power—for the power of ideas is greater than 


them all. 


Whether the weight of your problem 
is reckoned in terms of tonnage, or 
teaspoons, the power of our ideas 
is at your service - potential 
prime-mover of your products. 


A COMPLETE ADVERTISING SERVICE 


Incorporated Practitioners in 
5, ST. PAUL’S STREET, LEEDS, | 
Telephone 30447 (2 lines) 


Advertising 
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“Cleckheaton 
and Spenborough 
Guardian” 


“Heckmondwike 
Herald” 


Price 4d. each 


NET SALE 
JANUARY to JUNE, 1953 


14,508 


Audit Bureau of Circulations 


In the centre of the thickly popu- 
lated West Rid'ng of Yorkshire. 


A hive of industry. Good wages 


OcroBer 15, 1953 


Yorkshire market survey 


of women. Our interest, too, lies 
specifically in the area press, 
since our examination of the 
region is being made for test pur- 
poses, and the information we 
have at our disposal regarding 


| the strength of the local press is 


| a decidedly 


encouraging factor 
in making our advertising plans. 
The press in the West Riding 


| conurbation provides us with two 


and living conditions. Flat rate for | 


trade advertisements 7s. 6d. per 


inch. Public notices and auctions — 


15s. per inch. Cinema advertise- 


ments on back page 10s. per inch. 


London Office 
E. GREENWOOD, 
Thanet House, 231 Strand, W.C.2. 
Phone Central 2994 


Head Office Cleckheaton 441 


Proprietors: 


HOUSE TO HOUSE 
SALE 


in the thriving textile COMB. RATE 
EACH and farming area around 5/ 
3d. the Holme Valley (pop- ag 
WEEKLY ulation 30,000) PER 1° S.C. 


The bolmficth eErpress 
The Hhonicy & Meltham LErpress 


ELI COLLINS & CO. LTD. 
Head Office: “EXPRESS” Office, Holmfirth Phone 50 Grams ‘‘Express’’ Holmfirth 


THE PUDSEY 
and 


STANNINGLEY NEWS 


situated in the heavy industrial 
area, midway between the cities 
of Leeds and Bradford. It is the 
only weekly newspaper pub- 
lished in this area, and for over 
eighty years has been the princi- 
pal advertising medium. 


The weekly paper for Cleveland— 
that very lnporcant area of N.E. 
Yorkshire is the 


WHITBY 


GAZETTE 


The only weekly blished be- 
tween Scarbro and the Tees — 
50 miles apart 


Rates and full particulars from 
GEORGE JACKSON 
CLIFFORD’S INN, FLEET ST. 

or from Horne & Son Ltd. 
Bridge St., Whitby. Fhone Whitby 6 or 7 


| 
| 


| 


| 
| 
| 
| 


| gress. 


daily mornings, five evenings and 
24 weekly papers, with daily 
mornings and evenings published 
in Leeds and Bradford and daily 
evenings in WHuddersfield and 
Halifax. 

Again in the West Riding, a 
leng established daily morning 


and evening paper are centred on 
Sheffield, with a further evening 
paper published in York. 

In the East Riding we have 


another famous evening paper 
located at Hull. In the two 
Ridings there are therefore 


available the invaluable advertis- 
ing facilities provided by three 
daily mornings, eight evenings 
and 73 weeklies. 

Furthermore, the whole of the 
West and East Ridings can be 
effectively covered by poster and 
transport service advertising. 

So far as attendance at the 
cinema is concerned, a propor- 
tion in the order of 83 per cent 
visit the cinema in this area. 


WILTON EVAN IN YORKSHIRE—continued 


throughout the whole period, con- 
tinuously advertised in the 
Courier and Guardian, at Halifax. 
Composite pages in these journals 
have been exceptionally well sup- 
ported locally and nationally, and 
next month the evening paper will 
carry its first full page advertise- 
ment since 1939. 

The weekly papers, with a 
family appeal, continue to pro- 
A typical example is the 
Brighouse Echo which has a 
steadily increasing circulation 
though surrounded by large 
manufacturing towns. 

Believing that the classified ad- 
vertisement columns are indica- 
tive of a newspaper's acceptance 
by the community, the following 
examples are given to illustrate 
this conviction. 

Box number replies to adver- 
tisements in the Telegraph & 
Argus, the only evening paper 


printed and published in Brad- 


ford, total more than 2,400 per 
week; on one day recently no 
fewer than 20 birthday greeting 
announcements appeared. all 
relating to one person; last Christ- 
mas Eve notices under the Birth, 
Marriage and Death heading 
covered 5} columns, in which was 


included 94 engagement § an- 
nouncements filling two full 
columns; in 1952 there were 
31,743 Birth, Marriage and Death 
notices in this newspaper; during 
the Coronation period 70 public 
notices were inserted by employees 
of mills thanking directors for 
special celebrations and outings. 

The Yorkshire Observer pays 
particular attention to finance as 
it affects the major local industry 
and is recognised as an authority 
on textile affairs. It is, therefore, 
natura] that it should run a heavy 
volume of financial advertising. 
On Thursdays, the traditional 
market day, many columns of 
announcements are carried. 

The Yorkshire Observer Budget 
provides a resumé of the week’s 
news in pictures, paying particu- 
lar attention to local family life. 

Lewis's (Leeds) Ltd. recently 
celebrated their 21st birthday and 
used the Yorkshire Evening News 
for announcements of their cele- 
brations. Lewis’s supplement ran 
to over four pages, an instance 
which, of itself, illustrates the 
readiness with which advertising 
enterprise is welcomed and en- 
couraged. 


THE SPOT. 


Telephone 25755 


@ ON THE SPOT 


Obviously the man on the spot knows 
more about media in his area than 
someone hundreds of miles away. 


When you wish to reach the Northern 
half of England, you should have your 
campaign planned by the AGENCY ON 


WILLIAMS’S 


ADVERTISEMENT OFFICES 
29 KIRKGATE, BRADFORD, | 


Estd. 1898 
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STUART LEWIS looks at posters and says 
to a great Continental designer— 


Better luck next time 
Monsieur Savignac 


HERE is a certain simi- 

larity between the devotees 
of Continental films and the 
admirers of Continental poster 
art. Both are apt to hail as 
exceptional what is often 
merely exotic. Both are in- 
clined to forget that for every 
masterpiece produced there are 
a hundred mediocrities or 
messy failures. 

Being a lover of most things 
French and an admirer of Conti- 
nental poster art, 1 looked at the 
new Savignac poster for Mc- 
Dougall’s Flour in a mood of 
severe self-criticism. But it did 
not take me long to decide that 
this is one of the least inspired 
Savignac designs I have seen. 

My first reaction to the poster 
was a mixture of surprise and be- 
wilderment. How could a designer 
of this calibre — always provided 
he were given a free hand—have 
produced such a_ pedestrian, 
poorly balanced piece of Jayout? 


Why did he plant his jolly illustra- 
tions on a flat yellow background 
with the McDougall’s name-block 
large, navy blue—and somewhat 
oppressive—above it? Was his 
hand in fact completely free? 

The animated cake, of course, 
has a quaint charm. Its engag- 
ing, humorous face, drawn with 
admirable economy of line and 
surmounted by a rakish angelica- 
and-cherry hat, is bound to catch 
the eye and arouse a friendly 
feeling towards the product. Yet 
somehow this illustration appears 
extremely ill-at-ease in its setting 
and unhappily married to the rest 
of the poster. 

One obvious improvement 
would have been to raise the 
illustration and put the word 
“McDougall’s” below it, along 
with the words “Self-raising 
Flour.” 

Some might say that this would 
have brought the name-block into 
that vulnerable lower region of a 
poster which so often has strips 


This Oxo poster, asserts one contributor, no more appeals to the 
mass market as a whole than would a piece of abstract oh-so-modern 


whimsy. 


In playing to a section of the gallery the rest of the house 


has been overlooked, 


| STANDS FIRST ANI 


Lo 


AND PROVINCES 
TEMPLE BAR 2468 


PRINCIPAL BRANCHES 


The boys of the 
“play - safe - at-all - 
costs” school are 
going to have a 
fine time with this 
Savignac poster. 


ADVERTISER'S WEEKLY 


MDougalls 


SELF-RAISING FLOUR 


torn off it by the boy-in-the-street. 
Personally | would have taken a 
chance, for the genera! design of 
the poster (and by that is implied 
its attention-value) would have 
been greatly enhanced; and after 
all, the reproduction of the 
product itself would still have 
been at the top of the poster, far 
out of reach of mischievous 
fingers. 

It is a pity that the first Savig- 
nac (so far as | know) to appear 
on the British hcardings is not an 
absolute winner. One can hear 
the voices of the play-safe-at-all- 
costs boys chanting, “Look what 
happens when you use a ‘designy’ 
artist for a household product! 
Why not show a good big picture 
of the pack, or a really mouth- 
watering cake with the eager 
family gathered round jt? Women 
are So literal-minded etc., ete, . .” 

Although there are one or two 
very fine poster artisis in this 
country and plenty of very 
competent ones too there is 
still room over here for Savignac 
at his best. Let us hope he is 
allowed to visit us again. 

* * * 

F the mental age of the British 
public is as low as some 
people claim, then the new Oxo 
poster will enjoy the widest pos- 
sible success. The little golden- 
haired gir! with two cups of Oxo, 
the saucers of which form two 
letters “O,” and a plate of sand- 
wiches arranged to form the letter 
“2 is certainly calculated to 
appeal to juveniles of all ages. 
Add to this the Human Interest 

of the sign off “Fo: 
and you've got almus! cveryGung 


iBOR‘é 


MANCHESTER 


112 HIGH HOLBORN, W.C.! G. 


BIRMINGHAM 


LEEDS= - 


WATFORD 


except a really good contem- 
porary poster. 

Thirty years ago, when | was 
twelve, | would have thought this 
a very clever poster; and I be- 
lieve that in those earlier days 
of advertising many grown-ups 
would have thought so too. But 
surely to-day, to the millions who 
have been educated by films, 
radio and the popular press in a 
sort of pseudo-sophistication, this 
will come as kindergarten stuff. 

No doubt, of course, there are 
still millions who respond to the 
old “brainwave” type of adver- 
tising, even though it really be- 
longs to the era of the pogo-stick 
and the practical joke, Neverthe- 
less it is true to say that this Oxo 
poster no more appeals to the 
mass market as a whole than 
would a piece of abstract oh-so- 
modern whimsy. In playing to 
a section of the gallery it has 
overlooked the rest of the house. 

* 2 * 

ITH the possible exception 

of Mr. Cube (who now pre- 
sumably has changed his name to 
Mr. Cola) no advertising charac- 
ter has hit the editorial headlines 
for many years. Soon after the 
war the Black Widow, employed 
by the Road Safety people, 
achieved a certain notoriety, was 
impeached at Westminster and 
duly executed. During the war 
the Squander Bug performed the 
thankless task of trying to save 
other people's money for them, 
and from all accounts performed 
it pretty well in the face of pub- 
lic and professional criticism, 

Now comes the Fritter Fly. 

To quote the hand-out from 
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EFFICIENT SERVICE 


McLELLAN - DIRECTOR 
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For sites worthy 
of your poster 


Consult 


; Sheffields 

- 

\ Publicity House, Cornwall St. 
g Birmingham 


Phone: Central 3784-5 
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PREDOMINANT SITES IN MANCHESTER 
AND ITS WEALTHY DORMITORY AREAS 


MANCHESTER POSTER SERVICES LtDp., 


27, 29, 31 Bootle Street, Deansgate, Manchester 2. 
Telephone: BLAckfriars 9211 (3 lines) 
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Careful Maintenance 


100°, Service Always 


PADDINGTON 0186/7 


G. F. KRUSE LIMITED 
37 SPRING STREET, W.2 
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® STUART LEWIS looks 


at posters—continued 


the National Savings Committee 
this is a creature “whose wings 
are made of Treasury notes and 
who is greedily eating up the 
money on which it alights. .. .” 
In the poster | have betore me 
the Fly is gobbling up a delicious 
half-crown and leering sheepishly 
at his public. The wording “The 
Fritter Fly will get it if you 
don't look out!” seems to me to 
strike the right note and is un- 
likely to arouse too many feel- 
ings of guilty anger. 

In conception this poster is 
sound; but the presentation could 
have been so much better, Surely 
the fantastic Fly deserved a more 
dramatic treatment and setting; 
surely the style and disposition of 
the message could have been 
more urgent and arresting. 
Handled with greater imagination 
this job would have been a real 
“stopper.” As it turned out, it 
is littkhe more than a formal in- 
troduction to a new and slightly 
controversial advertising figure. 

It is unlikely that the Fritter 
Fly will cause the same commo- 
tion in the advertising world that 
the Squander Bug did. But just 
in case it evokes a small how! of 
anguish from the puritanical ad- 
vocates of Positive Advertising, 
let me say now that I regard it 
as a good example of negative 
advertising that could work hard. 

This does not mean that the 

Fly will have an easy passage. 

For how many people who, as 

it were, swatted the insect years 

ago still cannot find the mone, 
to save? How many homes 
to-day are already festooned 
with Fritter Fly papers? 

” * * 


HERE is at least one poster 
on the hoardings now which 


INVITES You 


A close relations of the wartime 
Squander Bug is the Fritter Fly 
which has now settled in to nip 
the conscience of the public and 
gain funds for National Savings. 


the National Savings Committee 
could scarcely describe as an in- 
flationary tendency. The cost of 
the product it advertises is one 
penny. Since book matches are 
not advertised on posters, if at 
all, | very much doubt whether 
any reader would guess the name 
or nature of this product. Any- 
how there is no prize for the cor- 
rect answer: “Anglo” XL Chew- 
ing Gum. 

This poster, which is neatly 
designed, simply shows a packet 
of gum disgorging its contents 
into the palm of a hand im which 
a solitary penny lies. The accom- 
panying words “4 a penny!” are 
almost redundant, but they cer- 
tainly lend emphasis to an offer 
of value which in these days is 
almost anachronistic. 


Fon 


Precious 


VINOLIA 


} 
SOAP - POWDER - CREAM | 


LEFT: The “Man of Aran” tourist poster is intended for general 
distribution to tourist agents and railway stations in the United King- 


dom and the U.S. 
recent poster from Bro, 
somewhat sadly from ir 


Designed by Gus Melai, this is the most important 
me and Nolan, Dublin. 
umerable sites on British Railways and the 


RIGHT: Peering 


Tube, this engaging Vinolia youngster is capturing the attention of 


all who walk about with their eves not tight shut. 


Designed by Dolan 


Davis Whitcombe and Siewart Ltd, this poster is a direct tie-in with 


curremt press advertising. 
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The betting is you will 


notice this neon sign 


ONE of vase pe s newest neon signs has been built for William Hill 
(Glasgow) Ltd., by the Franco-British Electrical Co., Ltd. 
Approximately 110 by eight feet in size there are three stages in the 
illumination. The first, above, shows the letters only. These are in 
orange fluorescent tubing. 


WELLIAM 


Tree 


This illustration shows the “roller curtain” effect as the vertical 
background tubes light up in sequence from the outside edges to the 
centre. These background tubes are in fluorescent green, 


‘G}, AsGOW 


MeAat 


HILL 
s € 


THREE a 


This is the third stage. The entire sign is illuminated prior to the 
fluorescent “curtain” rolling back from the centre to the edges. The 
whole sequence is then repeated, 


How the recent do-it-yourself 
exhibition poster was evolved 


|S peter clearly unable to give prominence to each of the numerous 
craft’and hobby sections of the recent International Handicrafts, 
Homecrafts and Hobbies Exhibition, the organisers, Link House 
Publications Ltd., decided to sacrifice individual appeal for broad 
impact when they designed their poster which was featured in 
ADVERTISER'S WEEKLY, October 8, page 74 

Apart from explaining and selling the exhibition, the poster had to 
be sufficiently individual and recognisable to remind the interested 
viewers to look at the calendar. It had also to be adaptable for press 
advertising. 

The answer was found in a simple flat design with limited detail 
to make possible exceptionally bright colouring. Designed by Link 
House staff artist Brian Sanderson, the poster was printed by Lowe 
& Brydone Ltd., of London. 
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Many ineffective 
POSTERS 


are always to be seen on the hoardings. We 
submit that this is due mainly to inadequate 
study of the preduct to be sold, and not 
taking sufficient care with the design of the 
poster. 

It is our business to protect our clients 
against the production and use of poor 
posters and our 113 years experience of 
selecting, making and displaying posters can 
prove so valuable to National Advertisers. 


Have you had a copy of “ MAKING A 
POSTER”? Application on business 
notepaper will ensure a copy by return. 


SKeldons Ita 


Established 1840 


SHELDON HOUSE, QUEEN STREET, LEEDS, 1 


UMMM J SUMMA MUM Md 


PHOTOPRINTING _ 
ON GLASS : 


Distinctive or. 
. Gifts for Executives’ Desks 
GLASS PAPERWEIGHTS @ GLASS ASHTRAYS 
DESK PEN HOLDERS @ ROCKER BLOTTERS 
PERPETUAL CALENDARS 
Prices from 4s. to 10s. incl. P.T. 
Send for illustrated catalogue NOVOLOR LTD., 


6/9 Charterhouse Square, London, E.C.1. 
Tel.: Clerkenwell 1625 


ADVERTISING MIRROR MANUFACTURERS 
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A FIRST QUALITY PRODUCTION WITH 
EDITORIAL AND NEWS TO MATCH 


EMMOTT & CO LTD., 31 KING STREET, WEST, MANCHESTER, 3 
LONDON OFF!" 50 TEMPLE , TEMPLE AVENUE, E.C.4 
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ADVERTISER'S WEEKLY 


Every change 


in the weather 


through 


STITCHCRAFT 


ABC net sales 227,916 copies a 
month : Type area page 84 ins. x 6 ins. 
£204 a page : Advertisement Manager 


sends 


bought, 


S. H. BOWDEN, Stitchceraft Ltd. 
Great West Road, Brentford, 
Middlesex. Telephone EALing 6283. 


studied 
and kept 


Trace ito” 


Kodatrace 


for speed 
and accuracy 


You can see the smallest detail quite 
clearly through Kodatrace. Nothing 
is obscured. And the perfect draw- 
ing surface helps you to work in 
pencil, pen or airbrush with micro- 
meter accuracy. Kodatrace is dimen- 
sionally stable, and anything drawn 
on its surface remains in true pro- 
portion. 


USED BY ARTISTS 
DRAUGHTSMEN 
AND ARCHITECTS 
THROUGHOUT 
THE WORLD 


Kodatrace 


THE MODERN TRANSPARENCY 


Send for leaflet and test sample 


CRAVEN HOUSE, 


SOLE DISTRIBUTORS 
H. C. STERN 


Telephone: HOL 6086 


ied in 30° and 40” widths 
in rolls of 20 yords ond hof 
rolls of 10 yords 


i2i KINGSWAY, LONDON, W.C.2. 
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| HE possibility that the wide, curved, CinemaScope screen 


may affect advertising presentation formed the subject of a 
special article appearing in ADVERTISER'S WEEKLY, Septem- 
ber 24, page 586. A new display to publicise this new idea in 
films has recently been put up by Dominant Sites Ltd., on their 


Oxford Street, London, site. 


The CinemaScope screen is extra long and curved and the new 


display conforms to this formula. 


The site is 50 feet long and the 


display has been given a curved background approximately to the 
| same degree of curvature as the CinemaScope screen. Brilliant colours 

of the kind usually associated with technicolor have been used and 
set pieces standing proud of the backcloth depict action from the 
film “The Robe” and portraits of the leading players. 

The display was designed and executed for the Twentieth Century 
Fox Film Corporation and Dominant Sites carried out the work in 
seven days with the assistance of Russell Signs, Fisher Bros., and 


Berkeley Electric. 


_ How to make a successful 
poster without waste 


A step-by-step guide to the ordering of a successful poster has 
recently been published. Advertisers are advised how to obtain 
more effective designs at minimum cost. 


S° MUCH is spent on mak- 
ing and showing bad 
posters through mistakes that 
could very easily be avoided, 
that Sheldons Ltd. have issued 
an illustrated booklet, Making 
a Poster, to indicate how the 
job should be done. 

The first mistake, and the 
commonest, is said to be the 
wrong ordering of the design. 
Sending word to a colour-printer 
that you are in the market for a 
poster, and inviting designs, is 
not the way to get a first class 
design made and for two reasons. 

In the first place a design will 
be made without knowledge of 
the business policy and therefore 
cannot reflect that policy. 


Cost goes up 

Secondly, it is not fair to the 
printer, because he either patches 
up an old design, which some- 
one else has rejected, or he goes 
to the expense of having a new 
one drawn—which very likely 
will not be what you want—but 
of course the printer adds the 
cost of rejected designs to the 
final bill. 

The right way to order a 


| Poster design is to consider the 


objects you wish the poster to 
accomplish and the class of 
people by whom your goods are 
used. If you have formed any 
idea of a pictorial treatment 
which would appeal to you, 
describe it in words. Do not, 


preferably, sketch it. Then con- 
fer with a trained poster artist 
and let him submit a rough 
sketch in black and white. 

The artist can then go ahead 
and produce a coloured drawing. 
Usually, this is made 30 by 20 
inches and is finished in full 
colours exactly as the artist 
wishes it to appear. 


Not a showcard 


The finished drawing will give 
to an experienced observer some 
idea of the kind of poster it will 
make. However, the more ex- 
perienced the critic, the less will- 
ing he will be to pronounce 
finally upon it—and for this 
reason: a large drawing, is like 
a showcard and a poster is not 
an enlarged showcard. It is a 
thing in itself. 

The only way, in fact, to form 
an opinion of a poster design as 
a poster is to have it enlarged to 
full size, and view it out of doors 
on a hoarding with others. 

Almost as many costly mis- 
takes can be made in ordering 
a poster as in ordering a 
design. Most advertisers begin 
at the wrong end—by ordering 
the poster as soon as they have 
approved the design. The poster 
must first be seen upon a hoard- 


Ordering the poster first and 
judging the effect afterwards is 
like ordering a motor car before 
you know the horse power and 
petrol consumption. 
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interest to big 


Royal tour will add 


New Zealand consumer fair 


MMVHE Wellington Show and In- 


dustrial Fair is to be held 
from January 7-23 next to 
coincide with the royal tour. 


Record figures of exhibitors and 
visitors are expected 

This is a consumer goods fair, 
consisting largely of imports. 
The government have recently 
announced further import licens 
ing relaxations, whereby limited 
imports will be allowed next year 
of some clothing such as men’s 


and boys*® shirts and pyjamas, 
women’s nightwear, hosiery, 
women's and girls’ outer gar- 


ments and dressing gowns. On 
the hardware side, the import of 
aluminium hollow-ware will also 
be permitted 

Stand space available is 
roughly 70,000 square feet. Space 
is sold in units ranging from 20 
x four feet to 80 x 20 feet, and 
the cost per square foot varies 
from 3s. 3d. to 7s. per square 
foot, with a SO per cent premium 
for the concession of — selling 
direct from the stand. The latest 
date for receipt of applications 
for space by the organisers is 
December 31. by which date full 
payment must be made. 

To encourage working 
bits, motive power is provided 
where required except for the 
purpose of sideshows. A special 
rebate of 10 per cent of the space 
rate will also be allowed 


exhi- 


¥ * * 


Further agencies from United 
Kingdom manufacturers of toys, 
hardware, fancy goods and food- 
stuffs, particularly canned goods, 
are sought by Marketing Services 


(N.Z.) Ltd., according to the 
U.K. Trade Commissioner at 
Auckland 

The firm, considered by the 


Board of Trade to be a suitable 
ccnnection for United Kingdom 
traders, are importers and manu- 
facturers’ agents and are now 
handling fancy goods, toys, 


games, jig-saw puzzles and food- 
represent 


stuffs. They already 


some United Kingdom manufac- 
turers. 

A staff of 30 is employed and 
the whole of New Zealand is 
covered, at three-monthly inter- 
vals, by their representatives. 
They have representatives in the 
main centres and resident agents 
ia Wanganui, Napier, Nelson and 
Invercargill. 


Southern Rhodesia 


The September issue of the 
Rhodesian Building Journal, one 
of the seven publications of 
Centafrican Press (Pvt) Ltd., ran 
to 208 pages. 

Last year the — publishers 
claimed to have produced the 
first 200-page issue of any publi- 
cation emanating from the Cen 
tral African territories. The Sep- 
tember issue establishes a new 
record for size 

The Centafrican Press group 
are covering the affairs of the 
tobacco, mining, motoring, hotel 
and bottle store industries as well 
is producing the official organ 
of the Rhodesia Federated 
Chambers of Commerce and a 
weekly magazine. 


Bermuda 
—_—_ 

With a Saturday instead of a 
Sunday dateline the Sunday 
Royal Gazette has become the 
Royal Gazette Weekly. Price 
has been raised from 6d. to 9d 
per copy ‘although advertising 


rates remain the same. 

The new weekly magazine. the 
Family Weekly Magazine, pub 
lished in the United States has 
been included and according to 
recent) information — circulation 
has moved up 


Jamaica 


According to the United King 
dom Trade Commissioner at 
Kingston, Louis A. Hamilton 


Horse and cattle 
competitions — will 
form a feature of 
the Wellington 
Show and Indus- 
trial Fair which 
early next year 
will coincide with 
the roval tour. 
Stand space is now 
available for this 
significant con- 
sumer goods and 


import event 
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HE SCORES!! 


The British advertiser who wishes to reach a special 


group in Canadian commerce, industry or retailing, 


can do so — exactly and economically —through business 


periodicals. 


Within the |i: 
B.N.A. a single 
segregated and 


st of 102 member publications of the 


periodical or a small group can be 


ised for precise national or regional 


coverage of prospects for any particular type of British 


goods, equipment, or services. 


Through business periodicals the advertiser will 


“shoot” at a particular Canadian market and “score” in 


sales without the extravagance of attempting personal 


0 miles of territory... ' 


contacts across 5 


Airmail to this As yn the class or type of 


Canadian industry, « 


to reach. We will ! 


erce, or retailing you wish 


rd immediately more in 


formation about y ecified market together 


with sample copie ippropriate publications, 


audited circulation nents, and advertising 
The emblem that 

s. (C ssponde , air mail takes only a 
— steshtins . Y identifies business 
few days.) papers of character 


BUSINESS NEWSPAPERS ASSOCIATION 


OF CANADA 
)N STREET 


137 WELLIN‘< WEST, TORONTO 
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MUNRO 


PUBLICATIONS 


Please note 
our telephone number 
has been changed to 


CITY 439 


Farming News 
Herds and Studs Annual 
Top Gear 


London Manager : 
H. DOUGLAS SIM 


Scottish Field 
National Guardian 
Perthshire Advertiser 
Aberdeen Bon-Accord 
Mearns Leader 
Ayrshire Post 


London Manager: CYRIL TUKE 


56 FLEET STREET, LONDON, E.C.4_ 


The Conrad Press Ltd 


195 SLOANE ST. LONDON) SWI 
SLOANE 6151-3 


— 


Ree forraniacolor 
FILMS 


ki RRANIACOLOR is the latest and most 
thrilling colour process for professional and 
amateur photographers, yielding beautiful trans- | 
parencies in natural colours. Ferraniacolor can | 
be casily processed by the user and results can 

be seen a couple of hours after making the 

exposures no longer is it necessary to wait | 
several days, or weeks, whilst films are being | 
processed by a centralised laboratory. 

Ferraniacolor films are available in 35 m.m., 20 exposures, 

in cassettes « 15 3d. or F20 roll films « 12 3d. 

For free booklet How to Use Ferraniacolor Film'’ send a 

postcard to Neville Brown & Co. Led , 77 Newman St., W.1 


Giants? 


... Photographic enlargements tel! 
the story more effectively than words. 
Ask for details. 
Ad, W.13. Ealing 269! 


RESULTS 
“SAME 
DAY 


quality screen printing 


Yfatader , 


|535 GREEN LANES‘LONDON-N-S. 


f phone MOUntview 4819 | 
| 


| porter to 


Lid., 41 Orange Street, Kingston, 
wish to secure the representation, 
on a commission basis, for 
Jamaica, of manufacturers of 
exercise books, waxed paper, 
baking powder in 10 Ib. tins, 
floor polish, candles eight, 12 and 
16 inches, and toilet rolls, velvet 

two ply. 

This firm is considered to be a 
suitable connection for United 
Kingdom traders. 


Finland 


The issue of the quarterly 
Mainostaja, published on the 
occasion of the Northern Coun- 
tries Advertising Conference, 
contains a four-page colour adver- 
tuusement from the Oy Liikemain- 
onta Ab advertising service 
agency. This company handles 
advertising in Finland for 
several overseas clients. 

It is very difficult to obtain im- 
port licences in Finland because 
the country’s funds in dollars, 
sterling and other more or less 
“hard” currencies, are at such a 
low level that permits are granted 
only for goods considered abso- 
lutely necessary from a national 
economy point of view. 

The view has been expressed 
that the reasons for Finland's 
lack of sufficient foreign money 
are the lower prices of many of 
the country’s export goods in 
world markets. 

* 


* 
Britain and Western Germany 
have both lost ground in the 
Finnish market at the same time 
as the Soviet Union has increased 
its slice of this market quite con- 
siderably in the last few years. 
At one time Britain was the 
biggest importer from and ex- 
Finland, threatened 
mainly by Western Germany. 
The Soviet Union has now taken 
Britain’s place and Western 
Germany is far behind. Approxi- 


| mately 85 per cent of Finland's 


trade is with European countries 
and only about 15 per cent with 
North and South America. 


Puerto Fico 


The needs of an expanding 
industry and agriculture together 
with rising standards of living are 
operating to make Puerto Rico a 
market worthy of attention. 
Imports in 1940 were valued at 
$107 million rising to $448 mil- 
lion in 1952. 

Both press and radio advertis- 
ing are extensively used with 
radio, according to information 
given by several of the leading 
agencies active in Puerto Rico. 
clearly taking the lead. 

The time buyer of an agency 
which specialises in export adver- 
tising has explained: “Radio is 
dominant because of widespread 
illiteracy, and the multitude of 
radio stations and receiving sets. 


| Except for fabrics and clothing, 


which need detailed description, 
we prefer radio.” 

This agency had used radio 
advertising for soap, food and 
especially milk products. but 
also, and “with phenomenal 
success,” for drugs. 

Another agency has stated that, 
while promoting electric¢a! equip- 


Octroper 15, 1953 


Aerial view of a new Puerto Rico 
housing estate — visible sign of 
rising standards. 


ment for industrial users through 
two newspapers in San Juan, it 
always gave preference to radio 
for consumer goods, especially 


food stuffs. 
U.S.A. 


The United States Post Office 
has stopped giving “directory 
service” on many types of mail, 
including second class or maga- 
zine mail. This means that the 
delivery of magazines to sub- 
scribers in the U.S. cannot be 
carried out unless the correct 
address, including postal district 
number, is given on the wrapper 
or envelope. 

Publishers are advised to ask 
subscribers to check the address 
and to let the circulation depart- 
ment know if it is not correct in 
every detail. Where a city or 
town is divided into postal dis- 
tricts it is very important that the 
district number be given. 

* * * 


According to the British Con- 
sulate-General at New Orleans. 
Louisiana, Claitor’s Book Store, 
600 Third Street, Baton Rouge, 
La., have expressed interest in 
receiving quotations for the 
following items: 

New and used law books in 
unlimited quantities. Books 
that have library accession 
numbers, stampings, etc., in or 
on them or that have been in 
public library use without such 
markings are NOT wanted. 
Lists of books currently re- 
quired will be sent to respon- 
sible suppliers on application. 
Quotations should be postpaid 
and include proper descriptive 
detail. Prices should be quoted 
in U.S. currency. 

Offers should be addressed to 
R. G. Claitor, at the address 
given above. 

This is a retail 
specialising in law books for 
university libraries. They are 
considered a suitable connection 
for British firms. They already 
purchase books from_ British 
dealers but wish to widen their 
source of supply. 

British manufacturers should 
communicate direct with the firm 
by air mail. 

A copy of offers made, with 
enclosures, sent to the British 
Consulate - General, 1022. 
National Bank of Commerce 
Building, New Orleans, 12. 
Louisiana, would enable the 
Overseas Officer to pursue the 
inquiry and help in approaching 
other potential importers, 


book store 
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How good advertising can be 


] ACK of interest by shop 
4 assistants and salesmen 
generally in the United States 
is Shown to be one of the main 
causes of waste in advertising 
in Why Do People Buy? This 
study records the investigations 
by the editors of Fortune into 
the weaknesses of personal 
selling. 

This search for the reasons why 
people do and do not buy will 
be of interest to British adver 
tisers working on the problem of 
developing more dollar trade fo: 
this country. Additionally, the 
problem of poor support at the 
point of sale is just as much a 
headache in this country as it is 
in the United States. 

In a chapter What's wrong with 
retail salesmanship’? the question 
is posed: “Does the future belong 
to robot retailing and self. ser- 
vice?” To find the answer to this 
question three Fortune reporters 
set out on a shopping expedition, 
visiting retail outlets in five states. 
They were briefed to find out how 
well manufacturers’ advertising 
and promotion were being ex- 
ploited at the point of sale. The 
reporters, of course, were suscept 


American market special 
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Of interest to all who adver- 


wasted at the counter 


ible—they were already “sold” on 
the items they were checking, in 
some cases sufficiently to ask for 
them by name. On other pro 
ducts, all they needed was a 
nudge” from the — salesman 
behind the counter and they 
would be ready to buy 

The technique was to go into 
a shop and make a small pur- 
chase While doing this they 
would suddenly show an interest 
in another product on display, or 
in the display itself. They would 
isk questions? “What was the 
stuff?" “What did it do?” “Was it 
a'l right?” “Was it good value?” 

Finally, if there was no 
response from the salesman, the 
reporters would pick up a package 
ind stare at it, seemingly un- 
decided as to whether or not to 
buy it. One word from the sales 
man at this juncture and the sale 
would be made. But, six times out 


tise at the point of sale is a 
“Why Do People Buy?” survey 
conducted in U.S.A. This 
reveals: 


@ Striking weaknesses in 
personal retailing. 


@ Fruity prose and half- 
truths cut effectiveness 
of advertising copy. 


@The folly of reducing 
advertising when business 
is bad. 


of seven the salesma ained 
silent. Only one m seven 
seemed to realise that c Was 
in the balance and that only he 
could bring it off 
Many widely dificring pro- 
ducts were tested in this way, 
the range including imuttresses, 
suits, petrol, and other 
nationally advertised products. 

It was clear, say the reporters, 

that manufacturers’ ad) ertising 

and display were not only 
being dissipated but under- 
mined. 

Evidently the salespeople had 
taken the self service revolution 
to heart, because that was all 
the customer got. N« vice Was 
offered unless specific asked 
for. Even where it ed that 
the customer's interes! vsuld be 
better served by his purchasing a 
larger-sized tin or package the 
salesman rarely suggesicd it. He 


was a “disinterested observer,” to 
quote one reporter. Anticipation 
of a customer's needs was almost 
entirely lacking. 

One reporter said he was so 
determined to make the salesman 
sell him something that he read 
aloud from the showecards and 
quoted slogans and the various 
claims of the advertisers. In the 
end he got the salesman inter 
ested in the products. “If only 1 
had had a litthe more time.” he 
said, “I think I could have ‘sold’ 
that salesman.” 

In a chapter on The language 
of advertising it is suggested that 
the “rich, ripe, fruity prose” of 
the cynical copywriter is reduc 
ing advertising’s effectiveness, and 
the question is asked: “how 
offensive can you be and still 
move goods?” 

It is American copy writing that 
is under fire in this book, and 


and correct, Sir! 


Telephone: CENTRAL oti. 


Your planning 

will be smoother, 

your decisions 

more assured, 

if you turn to 

Spicers paper consultant 
when you're discussing 
a printing job. 

He speaks from 

long experience about the 
kinds of paper you need, 
and the way to use them 


to the greatest effect. 
speak to aS 


19 New Bridge St., London EC, 
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Unequalled in Kent 
9 Newspapers 
| Order 
3 Stereos 
| Account 


ot f t 8 A 2 | In Sales 
Associated Kent Newspapers 


30 High Street, Chatham (Chatham 2213) 


E. W. Player, Led., 30 Fleet Street, E.C.4 


Accounts Office vo 


Advertisement Representatives 


(Central 2786) 


TO ANY i 
Nf Con soll. in fn 
SILK SCREEN ARTS L™® 


97 SHIRLEY ROAD. CROYOON 
AODODISCOMBE 3147-86 
HIGHEST GRADE SPEEDY SERVICE 


{CLEAN © SHARP 
CRAFTSMANSHIP 


‘*DAY-GLO”’ PRINTERS 


«++ a symbol of 


NNED 


PLA ? 
PACKAGING 


WILLIAM W. CLELAND LTD. 
PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 


LONDON, W.C.2 HOLborn 2521 


3-D DRAWINGS 
BY HEROD AND KENTON 
The first 3-D Art Exhibition 

in the World. 


ARTISTS HOUSE 
MANETTE ST., LONDON, W.1 
(Charing Cross Road) 


October 14-28 11-6 dly ine Sats 
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that the Home Counties Newspaper 


Group of eleven individual local 

swspapers circulate throughout the 
prosperous Industrial Agricultural, 
ind Residential areas of Beds, Herts 
and Bucks, with an A.B.C. net sale of 
130,595 copies weekly—an obvious 
choice of the astute advertiser whose 
seeks coverage, service, and value, and 
the rate is only 45/- per sic inch 


Represented in London by 


WILL KITCHEN, jr. LTD. 
13! Fleet Street, E.C.4 Central 1960 


Head Office LUTON, Phone 5050 
Advertisement Manager Claude W. Gilder 


maybe ~ British advertising does 
not indulge in the “half-truths, 
insincere comparatives, fraudu 
lent claims and misleading asser- 


tions” that a leading American 
agency chief warned must be 
climinated from that country’s 


idveruusing, but there may be a 
warning here for the more 
exuberant of British copywriters 

The editors of Fortune, who 
seem to have turned American 
advertising inside out to find out 


why people buy. point oul that 
this sort of language is not for 
the intelligent, and that “claim 
and-boast headlines are only 60 


per cent as effective as straight 
consumer-benefit headlines.” A 
director of a market research is 
quoted as saying: “Our studies 
show that you simply cannot kid 
people with brag copy.” It is a 
debatable point 
Direct mailing 

The Postman rings for Sales is 
a chapter dealing with direct mat! 
advertising. This is described as 
the most chaotic form of selling 
although the editors point out 
that the smallest business man 
can use it and the largest manu 
facturer cannot do without it 
Procedure appears to be similar 
to British mailing practice but 
there are One or two interesting 
points 

First, the 
man is much more 


American business 
mobile than 
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his British counterpart, and for 
this reason, it seems, up to 10 


per cent undeliverable letters are 
tolerated. The penalty for 
“pirating” names from a list is 
to be blackballed by all reput- 
able brokers. 


Cuts deplored 


Altogether, there are 14 chap- 
ters to Why do People Buy? each 
one dealing with a specific side of 
selling They are wound up by 
the question Who'll buck a trend? 
in which the editors deplore the 
tendency to cut advertising when 
business is bad and use it lavishly 
when times are good. They point 
out that sales allocations are too 
often given as a reward for past 
rather than as a means to 
following sales, so that they cut 
down when sales slump and step 
up wher they rise—a completely 
illogical practice (if one ignores 
American tax laws) and one that 
results in accentuating booms or 
depressions 


sales 


This study 
able passages 


is as full of quot 
as Hamlet. It is 
convincing and sincere, and even 
if the editors do not really get 
round to answering their own 
question they do suggest various 
paths along which the advertiser 
can travel in his search for a 
formula that will ensure his get- 
ting a bigger return for his adver- 
tising pound. 


Thousands 
exhibition 


()* show recently in Cardiff 
was the Metal Box Company's 
new mobile exhibition. Built into 
an articulated vehicle it can be 
extended when stationary to an 
overall length of SS feet The 
interior is divided into three sec 
tions, 

The first, at rear, is a 
tion and information room 


recep 
giving 


details of the company’s financial 
background including graph and 
statistical presentation The 
second 1s a showroom of pro 
ducts illustrating the wide range 
of Metal Box activities The 
third describes the services avail 
able to the customers 

At Cardiff the mobile display 
formed a prominent feature of the 
Welsh Industries Fair. Positioned 
directly outside the main entrance 
it Was in consequence seen by all 
who visited the show 

On most days long queues 
formed outside the vehicle and 
filed slowly through it inspecting 
the large range of products on 
view These include decorated 
boxes, hardware, toys. cork pro 
ducts and a wide selection of con 


tainers for paints, pharmaceuticals 


and medical supplies, confection- 


visit mobile 


at Cardiff 


ery and biscuits 
manufacture of processed 
cans was graphically 
well as information about the 
company’s machinery, design. re- 
search and information § services. 

Over 33,000 people visited the 
mobile exhibition during the 
period of the fair—ample evi 
dence of the interest shown by the 
people of South Wales in the pro 
ducts of Metal Box. who are one 
of the largest users of Welsh tin- 
plate 

The Metal Box Company are 
due to open a new factory in 


The stages in the 
food 


displayed as 


Wisbech later this vear, 


A wide range of the company’: 

products along with a geographi- 

cal presentation of overseas con- 

nections are set forth inside the 
vehicle. 
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PUBLIC: RELATIONS 


169 


A new ‘Advertiser's 
Weekly” news-feature 


The question ts: 
Does it sell? 


MHE batile to gain recog- 

nition for public relations 
as a genuine medium in the 
United States began in the 
1920’s. In Britain the real 
fight did not begin until after 
the last war, and it is only 
just being won. 

It is safe to say, however, that 
the “new” business is now 
treated with respect by large and 
influential sections of industry 
and commerce. As Sir Miles 
Thomas said in his introduction 
to our recent Supplement, public 
relations is now an accepted part 
ol the life of the nation. 

Performance is the yardstick 
by which P.R. will in future be 
measured, and it would be a dis 
service to a Vigorous young busi- 
ness to revive the hoary old 
debating question: How do you 
define public relations? 

The question now to be asked 
and answered is: Does it sell? 


* * 

When it was decided to start 
publishing this regular column on 
P.R. a letter was sent out to 
hundreds of practitioners in all 
fields. 

Prize reply came from John 
Shepherd, public relations secre- 
tary to the British Federation of 
Master Printers. 

He made this plea: 

“I entreat you not to let the 
high priests of public relations 
get too academic or verbose. 
It will be a good idea to limit 
words on the subject to those 
of one syllable.” 

Hint taken! 


IT’S SIMPLE 


Incidentally, the B.F.M.P 
Public Relations Newsletter had 
a shot at defining its own P.R 


effort in monosyllabic style a vear 
or so ago 

This was the seven-point result 

1. To make folk talk and think 
of print 

2. To prove to those who rule 
how much our land, and our 
towns too, lean on print for their 
trade and life 

3. To teach the man who buys 
print what to do to help you 
serve him well. 

4. To raise taste in print. 


5. To help sales of print 

6. To tell you what the 
B.E.M_P does and help do it 
for our good 


To show boys and girls what 

a fine job a job in print can be. 

For “print” read almost any- 
thing 


* * * 
\ "HEN he heard about the 
Wrekty'’s plans for a Sup- 
lement to be followed by a regu- 
lar piece on P.R., Edward 


Bernays sent words of encourage 
ment . and a copy of his most 
recent book. 
Analysing the 
P.R. he lists 
activity: 

Information 
public; 

Persuasion directed at the 
public to modify attitudes and 
actions, 

Eilorts to integrate attitudes 
and actions of an institution 
with its publics and of publics 
with that institution. 


potential for 
three levels of 


given to the 


When we talk of public rela 
tions as a “new” business in 
Britain, it is perhaps as well to 
remember that Bernays was prac 
sising in America in 1919 


CATCH 'EM YOUNG 


Blatant advertising to children 
through schools invariably 
raises a great outcry from educa- 
tionists. But P.R. methods seem 
to be meeting with more success 

Here is what Edward Mac- 
Sweeney told readers of The 
drish Morsthly, influential monthly 
published in) Dublin” by the 
Jesuits 

“It you have looked at a school 
book lately you will have noticed 
that the old problem about two 
trains passing each other at x 
miles an hour has been replaced 
by problems 


concerning aero 
plane speeds. That is not just 
chance . . . it is the result of 


work by public relations depart 
ments of air lines.” 


* * * 
i ige big question is: How to 
sel] PLR. to the client? And 


it is providing quite a headache 
for many advertising agencies 
trying to extend their business in 
or through—this field. 
Foote, Cone & Belding believe 


in printed matter, Their second 
booklet is just out. 
But what does jit say? Quite a 


lot, and in frank terms 

he scope and organisation of 
their PR. Group are defined, ser 
vices are explained, and (believe 


it or not) methods of charging 
ire Stated including the item so 
often shrouded in mystery—“‘out 
of-pocket expenses.” 
THE EVIDENCE 

S. C. Peacock Ltd. tell their 
clients about their P.R. services 
through the agency's quarterly, 
The I wock Digest 


This frankly states: “We are 
principally concerned with one 
particular field of public rela- 
tions. that of obtaining editorial 
references to products or ser- 
vices.” 

Press cuttings are reproduced 
to illustrate “mention” successes 
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rom Folkestone » Worthing 


al vast and inland through 


vous Kent and Sussex 


largest net sales in the area 
145,226 ABC flat rate §2/- per s/c inch 


Susses | press and County Herald 


Fastbourne Ga Hastings Observer 
Eastbourne Her Folkestone Herald 
Bexhill Observer 


Fast Grinstead Observer 


Worthing Hera! 
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South Coast Group 


Lennox House, Norfolk 5t., London, W.C.2. Temple Bar 6591 (3 lines) 
Cassy and 8S. H. Roberts 


Joint Managers: C 


POSTER PUBLICITY 


FULL COVER 
FOR 
HUDDERSFIELD 
COLNE VALLEY 
SPEN VALLEY 


POPULATION 


229,000 


HUDDERSFIEL! & DISTRICT BILLPOSTING Co. Ltd. 


EAST PARADE 
HUDDERSFIELD 
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Largest Net Sale in Kent 


KENTISH TIMES — 


KENT’S BEST MEDIUM 


The eight papers of the ‘Kentish Times”’ series circulate 
throughout 130 thickly populated square miles of the 
County with an average weekly net sale (ABC) of 


per 
s/c inch 


81,825 


|- trade 


flat rate 


Rate card and specimen copies on request 


Head Office : 
Times Buildings 
Sidcup 
Tel. FOOtscray 1155 (4 lines) 


London Office : 
Bank Chambers 
329 High Holborn, W.C.1 
Tel. HOLborn 2730 


Any Questions? 


Agents handling an account aimed at 
the plumber, sanitary engineer, or 
heating engineer are often pleased 
to accept the unbiased technical 
advice of a director of a reputable 
trade and technical paper such as 
“THE PLUMBER & JOURNAL OF 
HEATING"’. If you have any ques- 
tions we shall be pleased to give you 
the benefit of our long experience. 
"Phone MONarch 1541 or write to 
32 Finsbury Square, E.C.2. Ask for 
Mr. H. J. Baker. 


Linen men must read “The Linen 
Trade Circular”. No other weekly 
newspaper gives them the market 
information they need. 


Specimen copy, rates, on request 


THE LINEN TRADE CIRCULAR 
2 Marcus Ward Street, Belfast 
The first practical book on linen 
bleaching for we think 91 years is in 
preparation. It will contain an adver- 
tising section, If your clients sell 
chemicals or machinery for the 
bleaching trade (yarn bleaching or 
cloth bleaching) they'll be interested. 


CARTER PUBLICATIONS 
2 MARCUS WARD ST., BELFAST 


A.B.C. 23,213 
The 


Largest circulation 


CANINE MAGAZINE 


THE 
DOGS’ BULLETIN 
* 
Advertising Department 
N Representations Lid. 
1 Strand, W.C.2 
Tel: CITy 5906 IBA 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


Intensively cover the populous 
and ay area of South- 
est Middlesex 


NET SALES 


43,022 


A.B.C. 


136 HIGH STREET 
HOUNSLOW 
Phone: HOUnslow 0016-7-8 


London: Jackson 
Clifford's Inn, B.C-4 HOL 36! 
Founder Member London Suburban 
and Home Counties Press Group 


Largest Circulation 
in rural Essex 


Essex County 
Standard 
series 
COLCHESTER 


47,701 (june ABC) 
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| advertising 
| ably —but the 


Outside London 


The A.B.C. of the 


‘A’ and 


HEN students of news- 

paper history are laced 
with the job of explaiming the 
A and B_ system to readers 
who, let us hope, have never 
encountered such — arbitrary 
rationing, they may well peruse 
the leading article in which the 


Surrey Advertiser bade fare 
well to the practice 

Even after eight years. they 
frankly confess, readers and ad 


vertisers were still puzzled, and 


never quite convinced that the 
system was necessary So the 
newspaper cxplains that during 
the war they were limited strictly 
to an average of eight pages, and, 


In consequence, a watting list ol 
small advertisements devcloped 
When war ended the pressure ol 
increased = consider 
paper ration re 
mained the same. Chaos would 
have followed without some new 
method. Hence A and KB The 
leader continues: 

“Within a very short space of 


| time the arrears were cleared, and 


, Since then advertisers hay 


never 
had to wait longer than « week 
Ihe A and B sysicm also 


allowed twice as many people to 
advertise their sales and require 
ments, and, in spite of the com 
pulsorily restricted size of the 


paper the normal quota of classi 
fied advertisements during the 
post-war years has been 32 
columns, compared with |} to 145 


columns before the war 

“A further advantage of the 
A and B system has been that it 
kept down the cost of advertising 
through the saving of newsprint, 
which rose to a top price of £68 
a ton--six and a half times the 
pre-war price. 

“Undoubtedly, in the difficult 


circumstances, it was the (fairest 
system — possible Indisputably. 
too, i was a great Nutsance to 
readers, advertisers, newsaents 
and not least to ourselves, in 


volving endless explanations, tele 
phone calls, and correspondence 


galore. Some people were posi 
tive that the paper was untairly 
distributed because — th hap 


pened to get the same edition for 


weeks on end In tact, « pies of 
the paper came off the chine 
alternately A and B, and so per- 


fectly tair geographical distribu 
tion was made throughout our 
crculation area.” 


Such candour is commended 
Some other papers have erted 
to the former system of publish 
ing all classifieds in one edition 
with a very sparse explanation 
Surely readers who have been 


riled for years are entitled to an 
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‘B’ system 


adequate account of why the 
system can now be switched back 
to normal? 

Incidentally the tissue of the 
Surrey Advertiser which carried 
all classifieds once more was 20 
pages--the largest paper since 
July 1939. It also contained just 
over 100 columns of advertise 


ments —an all-time record. 
FOR THE past 26 years the 
Nuneaton Observer has clairoed 


a circulation far in excess of the 
other local papers put together 
backed by 


This ABA 


claim, 


WILTON EVAN 


figures, has never been disputed 

The Observer estimates that it 
is read by three adult readers per 
household—a rather conservative 
claim, in my view. 

These facts are mentioned to 
prove that the Observer series is 
not content to rest on its laurels. 
Before me are copies of the 
Nuneaton Observer and the Bed- 
worth Observer. Each carries 
three composite pages of the 
Bedworth Urban District Coun- 
cil’s Silver Jubilee and Shopping 
Week, a composite page for 
Carpet Fortnight, and a full page 
announcement for Leas, the 
Leicester stores. This ts quite an 
achievement for a small weekly 

¥ * 

Over 100 replies were received 
to a four line classified in the 
Kentish Mercury. 

Readers were told about it in 
a display announcement the fol 
lowing week which added: “It’s 
not a record, of course, but it 
indicates the extraordinary re- 
sults generally obtained by those 
who wisely use these columns.” 


Musical note: 

Songs from the show were 
featured as headlines for adver 
tisements in a composite page in 
the Widnes Weekly News duilt 


around the film “Call me 
Madam.” 

“In the World of Music to- 
day” was the tthe of a special 


feature in the Newcastle Journal 
surrounding an article by the 
paper's music critic 
x ¥ * 
THe pest bit) of — editorial 
around which a composite page 
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Papers represented in the West Midlands Advertisement Executive are | 
carrying a series of 6 in. d.c. advertisements pressing home the advantages | 


of newspaper classifieds with “Mr. 
the scheme the “County Express,” 


can be built is that which rings 
true 

Here is a good example from 
the Western Daily Press, which 
featured a page on the shape of 
fashion to come: “We have had 
the tube and the tulip, the trum- 
pet and the triangle, but the 
clothes now appearing in the 
shops for the autumn really do 
seem designed to flatter and en- 
hance a woman's figure as such, 
rather than to mould her to some 
chic, exotic silhouette. Waists 
are where waists should be, and 
for those who like theirs more 
sharply defined. there are helpful 
disguises double-breasted coats 
with darted seaming or slightly 
stiffened pockets, suits with can- 
vassed curved hips, taped waists. 
Shoulders to follow the natural 
curve, sometimes lent interest 
with rays of channel seaming 
over the back yoke.” 

That is just a sample. Frankly 
I went on reading it though I 
don't know channel seaming 
from Chanel Ne. 5. VHl warrant 
a good few other husbands read 
it too. And, perhaps, if they 
were feeling in an expansive 
mood, they pointed a pipe at 
some of the illustrations in the 
advertisements and said: “Maybe 
that would suit you?” 

* * 

First issur of the new 

Weekly Circular, which covers 


Small” as an emblem. In support of 

Stourbridge, have dressed one of their 

windows with “Mr. Small” and a classified slogan, which has aroused 
considerable interest in the district. 
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FOR THE S!X MONTHS FROM 
JANUARY—JUNE_ 1953 


ANOTHER 


RECORD SALE 
44,477 


Copies per issue 
(Member of A.B.C.) 
Display Rate unchanged at 
per s.c.i. 

(Under 3:4d per 1000 copies sold) 


The 
MAalsall Observer 


Full details of rates and special positions available from 


Rowley Regis and Halesowen, 
highly populated and industria 
lised West Midlands boroughs, 
puts its aim plainly: To win re- 
cognition as a week-end paper of 
interest to the family 

Selling at threepence, it offers 
12 pages with a wide assortment 
of news and features, and it “con- 
fidently looks to the future in the 


> P orvi S. F. RICHARDS, P. MOON, 
knowledge that | through Service Advertisement \{anager, 134, Fleet Street, 
we can achieve Observer Buildin, n 
The paper's three-fold policy Walsall 2137. Central 3913 


is: To foster the community spirit 
by allowing through the medium 
of the Circular full expression of 
opinion by local residents; to | ~~~ oa CISA IEE See 
bring to the notice of the com- 
munity the amenities offered 
locally by reliable advertising, 
and to give unbiased news and 


THE 
reports from authorised sources. 
ie Sev'cse'ic| WELLINGTON JOURNAL 
tradition of a monthly journal 


published successfully for the 
past four and a half years. 
which reached a circulation of 
nearly 11,000. 


a I. SHREWSBURY NEWS 
A REST TENT of the Birming- 


ham Gazette & Despatch Ltd. at 


Handsnonth Park was-dccorsted | NET SALES 50, 134 weekty (A.8.c.) 


photographs and cut out 
displays Rocking “Chipper” 
toys were in great demand among | London Representative : 
the children-——“Chipper” is fea 
tured daily in the Birmingham DAVID L. CLACKSON, 80, FLEET STREET, E.C.4. (CENtral 2626) 


Evening Despatch cartoon strip. 


October, 1928 


A new trend in wireless advertis- 
ing was the use of coupons in the 
national press by a firm of valve 
manufacturers, the Sixty-Six Radio 
Company. 

* * * 

An exhibition featuring “Twenty 
Years of Underground Posters” 
opened at the New Burlington 
Galleries. 

* % ¥ 

Lord Riddell was elected presi- 

dent of the Advertising Association 
‘ mr 4 


Levers launched Lux toilet soup. 
* * * 


MacFisheries introduced branded 
and packed haddocks and kippers 


TWENTY-FIVE 


YEARS AGO 
under the name of Kiltic 


* ¥ ¥* : 
The Manchester Evening News : 
celebrated its diamond jubilee. 
+ * * 
Freddie Simonis, advertisement ADY co ISER 
manage; of The Star, was appointed ] 
hon. secretary of the advertisement 
Sunday press. 
EE: Se ee iS th mole 
Phe currant trade decided to spend ks 4 
£60,000 on advertising currant bread ‘ 
* * * 
Advertising films which would be Bory K CHASE | oe toe 


commitice of the London daily and 
—- — were produced for STAFF: R 8] S H | u E R 65, 000 
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GEORGE SIMON 
TRAINED FOR 
THE CHURCH 


ALTHOUGH he was chairman of 
the Advertising Association's educa 
tion = comiit 


tee 1946-4) 
and president 
of the Thirty 


Club, 1948-9, 
G. P. Simon's ( 
work in, and 9 ** 
for, advertis chin? 
ing, is not as =f 
well known as ao 
it should be. ‘ 
Now that he 
has been 
chosen as 
chairman of 
next year's 
Advertising 
Association 
conference committee, | have been 
delving into his not-uneventful career, 
George Percival Simon was trained 
for the Church. But, the first world 
war intervening, he became a Gun 
ner officer. Then he moved to the 
Royal Flying Corps, was shot down 
over the Ypres Salient in 1917 and 
remamed a prisoner in’ Germany 
until the end of 1918. By now hk 
had changed his mind about the 
Church; he went to Cambridge 
read history and law and emerged 
as honours graduate and M.A. 
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Before Lord Camrose invited him 
to be advertisement manager of the 
Daily Telegraph in 1929, he had 
vritten for a number of Yorkshire 
papers, been a copywriter and media 


expert with London Press Exchange 


ind then advertisement director. South 
Wales Liho and South Wales News. 
He has been general manager of the 
Daily Telegraph for 14 years. His 
organising abilty has been proved 
n the Telegraph's wartime concerts 
in the Albert Hall for charities, the 
very su sful Covent Garden per 
forman of Pilgrim's Progress 
Lord Camrose’s election partics al 
the Savoy, the Amateur-Professional 
Goll Tournaments, and the London 
Caledonian Games. 

Who's Who lists his recreations 


as goll and riding and his clubs as 
the Carlton, Garrick, and R.A.C 
* * * 


Tue Women’s Advertising Club of 
London have made an excellent 
choice for their new press officer in 
Miss Ann Newton. A pleasant 
hostess with a flair for getting on 
with people—she has been social 
chairman of the Regent Advertising 
Club-—-Miss Newton is director and 
media director of Stuart Advertising 
Avency Ltd., with whom she has 
been for 22 years. Starting as assis 
fant to the space buyer, she becamy 
i director about three years ayo 

I hope she enjoys her end of the 
press relations job as much as | 
know the press will. 


ADVERTISING MANAGER'S CORNER 


&. @. s. 


When we hear a cry for help ring out in the 
still watches of the night as some hard-pressed 


Advertising Manager goes under for the third 


time, we don’t indulge in vain reproaches ; we 


don’t point out that 
Harris earlier ; 


engagement. We put 


he could 


the famous 


have called in 


we don’t remember a_ previous 


service into 


action and go to the rescue. In fact we rather 


pride ourselves on our 


up a rocket 
demonstration. 


distinctive 


emergency drill. 


sometime and we'll 


showcards. 


Send 
give you a 


clever cut-outs by 


HARRIS 


THE FIRM WITH 


EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.1 


Tel: REG 


3295-6 


Zueseieraumgees aaeannasseee 


Ocroper 15, 1953 


Norman Moore, retiring chairman, receives on behalf of directors of S. H. 
Benson Lid. a silver cigarette box, gift of staffs of Benson's and Spottis- 


woode, Dixon & Hunting Lid 


Looking on is Mrs. R. A. 


Bevan, wife 


of the chairman-designate. 


The Mackintosh 
Medal winner 
WHEN | congratulated G. R. 


Pope on his selection as this year’s 
Mackintosh Medal winner, he told 
me that what particularly pleased 
him about it was that it showed 
that, as he put it, “ordinary peopl 
are now in the running for i” and 
not only celebrities — lik Lord 
Mackintosh himself or Sir Miles 
Thomas. He also said that he re- 
garded the award as a tribute to 
The limes, and to the encourage 
ment that he has always received 
from Col. J. J. Astor in working 
for the good of advertising 

Incidentally, my own guess is that 
the prestige of The Times has given 
him an “in” with influential bodies 
and individuals that he has been 
able to use to the advant of the 
advertising movement as whole 

I do not propose to recapitulate 
the long list of things that Mr. Pope 
has done for advertising. 1! should 
think that the award of the medal Js 
perhaps more in recognition of his 
work as chairman of the Code of 
Standards committee than any 
other single activity, but he is at 
present also hon. secretary of the 
Advertising Association, and a coun 
cil member of the A.B.C., N.P.A,, 
and N.A.B.S., of which he has just 
been chairman. Which is closest to 
his heart? N.A.B.S., he tells me 
very definitely. 


Staying on 
SIDNEY ROGERSON, publicity 


controller, Imperial Chemica! Indus- 
tries, Who since April 1952 has been 
working full time as public relations 
adviser to the War Office, has been 
asked to carry on for a further year 
after the term originally set expires 
next April. He has agreed, and so 
have LC.1., whose action in “loan- 
ing” him (and continuing to pay 
his salary) is a fine example of 
public spirit 

The fact that Mr. Rogerson is to 
stay at the War Office until 1955 
shows that an experiment 


unprece- 
dented in peace time, h. in the 
opinion of the Minister, succeeded 

That a civilian, who is not even 
a Civil Servant, should h con- 


ducted for so long War Office pub- 
heity and public relations (for this 
is what Mr. Rogerson has in fact 


done) is remarkable. That the ar- 
rangement has worked so well is a 
tribute both to Mr. Rogerson’s per- 


sonality and to the adaptability of 
the War Office hierarchy 


CarpD from Gwen Palmer and 
Harold Fish invites me (and you 
too, for the matter of that) to visit 
the Onslow Arms Inn at West 
Clandon, between Ripley and New- 
lands Corner. Miss Palmer, whose 
personal venture it is, took over this 
old inn, built in 1623, and, without 
im any way modernising it, has 
restored, redecorated, and refur- 
mished it in a way that has given 
greal satisfaction to Lord Onslow. 
her landlord. It is a free house. 
incidentally. 

f large numbers of Gwen's and 
Harold’s many friends at the Fleet 
Street Column Club and in aévertis- 
ing circles generally do not drop in 
at the Onslow Arms in days to 
come, | sadly miss my guess. 

* * * 
Tuir Py years in Fleet Street have 
now been completed by . ° 
O'Hare. He started in 1923 with 
The Record, of which he became 
advertisement manager four years 
later. When the Church of England 
Newspaper was amalgamated with 
The Record, he became its advertise- 
ment manager. 

* * * 


EFFECTIVE cover symbol has 
been designed by Abram Games 
for the book which is to be pre- 
sented to the Duke of Edinburgi 
in connection with the project for a 
Queen Elizabeth Coronation Forest 
to be planted in Israel. It incorpor- 
ates the Shicld of David surmounted 
by a Crown from which heraldic 
foliage springs. Viscount Samuel 
will present the book to H.R.H. at 
the Guildhall next Tuesday. 


Contact 


WEEKS WISECRACK 


~ 


“Latest reports show that 


the plane towing our 
banner hopes to reach 
New Zealand on Christ- 
mas Day.” 
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400 PAGES 


£1.15 


The International 


(1954) Edition of (Available January rth, 1954) 


ADVERTISER'S WEEKLY 


- O 


The Concise 


Municipal Directory 


Contents: wortd coverage includes : 


throughout the British Dominions, Colonies and Dependencies. 
This 70-page section includes: 
Canada (15 pages); Australia (15 pages); New Zealand (6 pages); 


section are: 


Norway; Spain; Sweden; Switzerland, etc. 


South America. 


Egypt down to Liberia. 


The only comprehensive 
publication for those 
& Buyers’ Guide organisations trading 


HOME AND OVERSEAS overseas and selling to local 


authorities at home 


United Kingdom : 100 pages of names and addresses, listing every local government officer in 
the British Isles responsible for purchasing goods or services on behalf of his authority. 


British Commonwealth: Names and addresses of all the chief local government officers 


India (7 pages); Ceylon; Pakistan; Singapore and Malaya; British Borneo; Hong Kong; West 
Indies and all Pacific territories down to Pitcairn Island which gets an entry. 


Europe: Chief officers of municipalities throughout the Continent. Featured in this 50-page 


Austria; Belgium; Denmark; France (10 pages, including all French overseas territories and 
dependencies); Finland; Greece; Germany; Iceland; Italy: Luxembourg; the Netherlands; 


U.S.A. and the Americas: Over 40 pages are devoted to the names and addresses of all the 
major City Managers, Municipal Engineers, Chief Finance Officers and Chambers of Commerce 
in the United States. Another 20 pages list similar officials for al! countries in Central and 


Asia and Africa: Entries range from Burma, Indonesia, Japan, the Philippines, Turkey, and 


South Africa (7 pages); 


Chambers of Commerce and Societies: For convenient 
reference, the names and addresses of all major Chambers of 
Commerce in the world (16 pages) are appended to the matter 
relevant to the country concerned. A special section contains the 
names and addresses of all United Kingdom societies and organisa- 
tions connected with local government. There is also a special list 
of British Chambers of Commerce overseas. 


Selling to the Local Government Market in the 

United Kingdom : The Buyers’ Guide section (35 pages) com- 
prises a list of proved value to the local government officer at home 
and abroad who will naturally refer to this list before he purchases 
goods or services. 


Advertisers are reminded that closing date for copy is November 7th 
(Basic page rate £20.) 


Published by 
Municipal 
Engineering 
Publications Ltd. 


Editorial and Advertisement offices : 
4 Clements Inn 
London, W.C.2 


Telephone : HOLborn 2827 
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£50,000 boost 


for cod 


The British Trawlers’ Federa- 
tion, which represents the distant 
water section of the fishing in- 
dustry, has decided to continue its 
campaign for a further year 
Something like £50,000 will b 
spent on boosting the sale of cod 
and cod fillets. 

Plans are under discussion to 
employ new media. The present 
campaign has been using mainly 
posters with a few insertions in 
nationa] newspapers and journals 
published by women's organisa 
tions. 

The agents are F. C. Pritchard, 
Wood & Partners Ltd. 


Another silver 
cleaner 
Large space advertising in 


national daily newspapers will break 
at the end of this month for Silve; 
Rinse, a new silver cleaner being 
launched by the British Permanent 
Starch Co., Ltd. 

This is the third silver cleaner to 
be introduced in the past few 
months. Silver Dip has been put on 
the market by J. Goddard & Sons 
and Silver Quick by S. C. Johnson 
& Sons 

British Permanent Starch claim 
that Silver Rinse will get the big- 
gest advertisement backing that has 
ever been given to a silver cleaner 

It will sell at 2s. 6d. Trade press 
advertising is now = appearing. 
Paul FE. Derrick Advertising Ltd. arc 
the agents. 


Beau Nash put his money 


on Bath—and won ! Since he 
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Current Advertising. 


Campaign by Indian tea board 


Indian tea merchants are ad- 
vertising in this country for the 
first time. 

The London office of Grant 
Advertising Ltd. has been ap 
pointed by the Central Tea Board 
of India to conduct a limited 
campaign, both in the United 
Kingdom and in Europe. 

The advertisements, which in 
this country, are appearing in 
national daily newspapers, feature 
a quote by members of the 
Everest expedition with the head- 


ing: “This is what the Everest 
conquerors say about Indian 
tea.” 


There is a possibility that the 
campaign will be extended. 

Footnote: The Indian office of 
Grant Advertising handles the 
Central Tea Board account in 
that country, 


Typewriter with 
‘family appeal’ 


Remington Rand are launching a 
new portable typewriter—the Quiet- 
riter, 

The family appeal of the machine 
will be featured in the advertise- 
ments which will be appearing in 
national weekly magazines, women’s 
journals, and literary periodicals. G. 
Street & Co., Ltd., are the agents. 
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made it a centre of fashion and opulence 


Bath has never looked back. 


Today it owes its prosperity 


to a less exclusive cause than the old Assembly Rooms. 
In fact, it is this very variety that makes Bath such a 


flourishing centre. 


it is the focal point of a rich farming 


countryside. It is the home of many busy light industries. 
It is a health resort, and a famous tourist attraction It 

houses a large branch of the Admiralty employing nearly 
10,000 civil servants. This all adds up to one of the most 


“ blanketed ” by the Bath Chronicle at 9/- per S.C LA 


It is 


the only evening paper printed in Somerset, and 34,000 are sold 
every night —1} for every house in the city—and it is widely read 


| first 


inviting mass markets in the country. A market that is | 


throughout Somerset and W iltshire. 


Get full details from 7 
The Advertisement Manager, 134 Flee: Street, London E.C.4. Central 2767. 


Glovers 


Big publicity | 
for olive oil 


The Spanish Institute for Olive 
Oil is to launch its first national 
publicity campaign in this 
country. This follows the free- 
ing of imports of olive oil three 
months ago. 

Space has been taken in trade 
papers to alert retailers They 
are told: “Olive oi! is becoming 
more and more popular with 
British housewives. The time is. 
in fact, ripe for a publicity drive 
to increase sales and bring corres- 
pondingly extra profits to the 
stockists. In this country, there 
is a very wide market for this 
excellent product as yet unex- 
ploited; it calls only for sound 
and intensive publicity to pro- 
= the unique virtues of olive 
Ce gaa 

Space has been booked in the 
Daily Mail. Daily Sketch, Sunday 
Dispatch and Evenine News. 

The publicity is being handled 
direct by the Spanish Institute 
for Olive Oil. 


First time national 


Batchelors cream of tomato soup 
is to be nationally advertised for the 
time this winter. Mather & 
Crowther Ltd. are the agents. 


Ocrosper 15, 1953 


Max Factor products 


get individual ads. 


Nine Max Factor products are to 
get powerful individual advertising 
campaigns. 

The first, for Creme Puff, has al- 
ready been launched. Soon to break 
will be schemes for lipstick (national 
and women’s journals), Pan-Cake 
(35 large spaces in Sunday news- 
papers, magazines and provincial 
newspapers), Pan-Stik (forty inser- 
tions in national newspapers and 
magazines), facepowder (a record 
national campaign), Invisible make- 
up foundation (twenty insertions in 
women's magazines), Satin Flow (34 
insertions in provincial papers), talc 


(national media) and gift sets 
(special Christmas advertising). 
Crane blicity Ltd. are the 


agents. 


Lamp ads, stress 
the quality angle 


Press advertising for Royal 
“Ediswan" lamps in the electrical 
trade and tecanical press, and in- 
dustrial journals, is based on the 
theme “Nothing is left to chance.” 
The advertisements show how every 
detail of design and manufac‘ure is 
carefully controlled to maintain a 
high standard of quality. 

Dorland Advertising Ltd. are the 
agents. 


Nearing the peak 


The new campaign for Oldham 
Red Seal batteries which was 
launched on September 12 will move 
to its peak this month. The schedule 
includes the national and motoring 
press. A three-colour double crown 
poster is being distributed to garages 
throughout the country. Gilbert 
Advertising Ltd. are the agents. 


e AT 


NEW ACCOUNTS: 


A GLANCE e 
ACCOUNTS MOVING: 


Veet Cream, made by Dae Health Laboratories Ltd., to 
S. C. Peacock (London), from January 1, 1954. 


Central Tea Board of India for Grant Advertising (national 
newspapers); Silver Rinse, made by British Permanent Starch 
Co., for Pau] E, Derrick (large spaces in national newspapers); 
Burnerd Chucks, mice by F. Burnerd & Co., Ltd. (techmeca! 
press and point of sale) and the Colchester Lathe Co. for Rath- 
bone Publicity Ltd. Standage Power Couplings Ltd. (trade and 
technical press) for Mayfair Advertising Ltd.; S. Morris & Sons 
(Leeds) Ltd. (furniture trade press), Wm. Clark & Sons (Brad- 
ford), dog biscuits. and Comberhill Motors Ltd., passenger 
transnort vehicles, for Bennett Williams (Advertising) Ltd. 
(Leeds); U.S. Autowash & Co. (London) Ltd., makers of 
car and commercial vehicle washing machines (trade and 
technical journals), tor Allardyce Palmer. 


NEW CAMPAIGNS: 


Ediswan lamps (Dorland) electrical trade and technical press, 
industrial journals and display material; Max Factor (Crane) 
national and provincial newspapers, women’s magazines and 
trade press; Chicken Robsoup (Everetts) Radio Times, special- 
ised journals for nurses and mothers and trade press; Clarnico 
sweets (C. Vernon) weekly periodicals; Batchelors cream of 
tomato soup (Mather & Crowther) national press; Remington 
Quiet-riter portable typewriter (G. Street) national weekly and 
women’s magazines. |\terary periodicals and commercial school 
magazines; Spanish olive oil (direct) national and Sunday 
newspapers and trade press; Tri-ang toys (Colman, Prentis 
& Varley), Daily F<press, Sunday Express, Daily Mail, Eagle, 
Girl, Illustrated, Picture Post ang Woman. 
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Facts and figures about 
~ Sereen Advertising in London 


and the South Eastern Gounties 
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CINEMAS: In London and the South-Eastern Counties, 
Theatre Publicity can give comprehensive coverage for a : pA 
filmlet campaign in 338 cinemas, of which 196 are in the Tide bs 9 apecinen Gis en 0 WOR seeee 
Odeon!Gaumont circuit. advertising can be used for a regional filmlet 
COVERAGE: The average number of admissions per week 


: campaign. W\icther you are interested in a cam- 
in these cinemas is 3,194,623, representing 29% of the total 


population in the area. paign to give » :tional, regional or local coverage, 
SHOWINGS: In addition to week day performances in all you can rely on the co-operation and advice of 
rage apd sa cto ge Cog is also shown on Sunday Theatre Pub! ity’screativeand distributionstaffs 
COST: A campaign for 6 months in all of the 338 cinemas - to ensure toy ‘light production and exhibition. 


would cost £8,375 for a filmlet exhibition on an alternative 


week basis, and would give a total number of impacts just ata, 


short of 41,530,100. 


THEATRE PUBLicITY LTD - Leading Scree Advertising 


A COMPANY WITHIN THE |. ARTHUR RANK ORG (‘!ISATION 


SALES & PRODUCTION ~« FILM HOUSE, WARDOUR STREET, LONDO? /.1 (GER 9292) 
NATIONAL FILMLET DISTRIBUTION DEPARTMENT « LEICESTER SQUARE THEATRE - LEICESTE’ QUARE - LONDON - WC2 (TRA 2955/6) 
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ADVERTISER'S WEEKLY 


Post 


‘Picture 
revise tables 


Cost-per-thousand figures of cer- 


tain magazines, recently circulated 
by Reader's Digest, have been 1 
vised by Picture Post to serve as 
promotion material in connection 
with its forthcoming reduction in 
colour rates 

From January 16 issuc, the pag 
colour rate for Picture Post will go 
down from £1,600 to £1,500. The 
Reader's Digest tables (quoted from 
the Hulton Readership Survey, 1953) 
will therefore be invalid as far as the 
reference to Picture Post is con- 
cerned. for instance: the cost-per 
thousand in the “Total market men 
and women" category goes down 
from Ss. Sd. to Ss, Id., and there 
are likewise reductions in all the 
other categories, 

The lists, amended by permission 
of the advertisement director of 
Reader's Digest, have been circu- 
lated by George A. Cooper, adver 
tisement controller, Picture Post, to 
some 1,700 advertisers and agents. 


October Games & Toys carries a 
20-page supplement, on amber paper 
with red decorations, announcing 
the Picture Post 1953 Christmas Toy 
Catalogue, to appear November 21 
and carrying advertisements from 
toy firms that will also take space 
in the Catalogue. 

* * * 

Success story of Hector Powe Ltd. 
is subject of a supplement to the 
October issue of Style for Men. I 
is believed to be the first complete 


survey of a tailoring business to be 
published in this form by a maga- 
zine. Textile manufacturers account 
for many of the advertisements in 
this 64-page supplement. 

* * 


From the first issue in January 
the Electrical Times will be return- 
ing to a format of 10 in. x 7 in., in- 
stead of the existing octavo size. 
Ihis change is planned to give op- 
portunity for editorial expansion, 
and a particular appeal in the 
export field. 

* * * 

As from the January issue the 
whole page advertisement size of 
Electrical Review will be increased 
from the present 7 in. x 4) in. to 
the standard area of 10 in. by 7 in. 
There will be a twenty per cent in- 
crease in advertisement rates. 

4 *, 

Circulation of The Purchasing 
Journal having increased some 10 
per cent since October 1952, the 
rates have now been raised approxi- 
mately in proportion. Full page 
rate, Single insertion, is now £21. 
The Journal is the official organ of 
the Purchasing Officers Association. 


* * * 

The Daily Dispatch (Manchester) 
is running a competition in connec- 
tion with the film “Always a Bride” 
with a first prize of a new house or 
£1,500. 

S * * 

The Farmers Weekly, October 2 
issue, carried a separate 34-page pig 
supplement, of which more than half 
was occupied by advertisements 
from breeders, food suppliers and 
equipment manufacturers. 


In aid of N.A.B.S... 


will present 


AT THE 


ho 


Proceeds ! 


THE FLEET STREET PLAYERS 


“SHEPPEY” 


I} AN UNUSUAL PLAY BY 


SOMERSET MAUGHAM 


FORTUNE THEATRE 


MONDAY, OCTOBER 26th 


TUESDAY, OCTOBER 27th 


pene eee eet 


PRICES | 


in aid of | ORCHESTRA STALLS 10/6, 7/6, 5/- 
N.ABS , ORESS CIRCLE 10/6, 7.6, 5/- 
ee 1 UPPER CIRCLE S/-, 2 s 


YOUR TICKETS TODAY 


RING CENTRAL 2412 


“Chipper,” 
in the Birmingham Evening Despatch, 
took off in a K.L.M. air liner in the 
Great Britain to New Zealand air 


strip cartoon character 


race. Modelled in plaster and 
mounted on a rocking structure he 
was sent as a gift from the “Evening 
Despatch” to Christchurch Public 
Hospital for use in the children’s 
wards. Accompanying ‘Chipper’ 
was a letter from W. B. Morrell, 
managing director of the Birming- 
ham Gazette and Despatch Ltd., to 
the matron expressing the hope that 
“Chipper” would lighten the hours of 
many sick children in Christchurch. 
Arrangements for “Chipper's” flight 
were made by Air Liaison Ltd., 
Birmingham. 
* * ~ 

The Southport Visiter has now 
returned to an cight-column page 
in place of the nine-column page 
used for the past few years. It has 
also changed to Times Roman as its 
main news face. 

¥ * * 

Stitch, a new monthly issued by 
John E. Bush Publishing Co., 
London, is directed exclusively to 
the outdoor garment maker. First 
issue has 24 pages, about a third 
being advertisements from sub- 
contractors and equipment manu- 
facturers. Price 6d. page rate £25; 
type area: 8 in. x 6 in. 

* +. ” 

Three promotion folders from 
Illustrated Newspapers announce : 
The Tatler Winter Sports number, 
November 11; The Sketch Christmas 
Shopping number, November 18; 
and Sport & Country’s Dairy Show 
number, November 11, and Smith- 
field Show number, December 23. 


* K ‘ 
Three enlarged special numbers 
of The Motor wil! be published in 
connection with the Motor Show on 
October 14, 21 and 28 

¥* * ‘ 

The October issue of Motor Boat 
and Yachting contains a survey of 
the exhibits to be featured in the 
marine section at the Motor Show 
at Earls Court. 

* * * 

A new “grid” competition, 
claimed to be the easiest to win of 
any offering a car as a prize, started 
in the Daily Herald on Monday. 
Entrants select 12 of 24 items of 
car equipment contributing most to 
convenience and safety. The winner 
may spend up to £2,000 on any 
model of car exhibited at this year's 
Motor Show, ; 

’ ¥ ¥ 


A promotion brochure for Har- 
pers Export Wine and Spirit Gazette 
has a sketch of a man who carries 
under his arm three very smal! de- 
tachable copies of the rnal, each 
of which gives lists of advertisers 
for that issue. Copy for the main 
brochure is in English, French, and 
German. 
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We Hear 


Lord Brabazon of Tara will be 
guest of honour at the annual dinner 
of the Advertising Association at 
the Dorchester on Wednesday, 
November 25. 

* * * 

A recommendation for acceptance 
of a tender for advertisements on 
buses has been referred back to 
their transport committee by Old- 
ham Council. 

- * *” 

Hundreds of inquiries by tele- 
phone and letter to 20th Century- 
Fox and the Odeon ‘Theatre, 
Leicester Square, for seats for the 
premiére have followed the launch- 
ing of the 20th Century-Fox cam- 
paign to promote “The Robe” and 
the CinemaScope method of screen- 
ing. Allardyce Palmer Ltd. are the 
agents, 

* * 

Carleton Russell Ltd., Birkenhead 
display manufacturers, have opened 
new studio premises at 31 Great 
James Street, London, W.C.1. 

* . . 

When the Advertising Association 
moves to its new headquarters, | 
Bell Yard, Fleet Street, on Saturday, 
its new telephone number will be 
Chancery 4783. 


To spend £4,000 


A resolution from the Bourne- 
mouth branch advocating a national 
publicity scheme costing £4,000 a 
year was passed at the autumn con- 
ference of the Guild of Hair- 
dressers. 

* * 


At a meeting of the British Dis- 
play Association, D. St. Julian- 
Bown, display consultant for 
W. H. Smith & Son, Ltd., chairman 
of London branch B.D.A., spoke 
on display in Scandinavia. 

* + + 

Litter baskets carrying advertise- 
ments are to be provided in Perth 
and Kinross. 

a ¥ « 

Selfridges are organising a charity 
dinner and ball at Grosvenor House 
on December 1 for the Linen and 
Woollen Drapers Institute and Cot- 
tage Homes, and further details can 
be obtained from R. H. Blake, ad- 
vertising manager. 


Canned 


A recording of a Radio Luxem- 
bourg programme, sponsored by 
Carlsberg Lager, has been placed in 
a “Museum of Historic Events” at 
the company’s Copenhagen brewery. 

« ¥ +. 

On their first anniversary News- 
lines were again responsible for the 
press arrangements for the National 
Fabric Fair and Fashion Parade at 
the Roval Festival Hall, organised 
by the National Trade Press. 

* * * 

John Osmond & Co., Ltd, 
printed the new four-colour hand- 
out leaflet which is being sent to 
retailers by Aladdin Industries Ltd. 

* * * 

Marc Stone, the artist, is now 
solely represented by Master Art 
Service. This newly formed art 
group in Maiden Lane, London, 


W.C.2.,. already represents 35 
specialist advertising artists. 
* * * 


H. F. G. Harvey, publicity direc- 
tor, Ferodo, Ltd, has returned to 
England after attending the opening 
of a new depot for his organisation 
in Dublin. 
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The directors of The North British Rubber Company gave a cocktail party 


at “The Mayfairia’ for friends in the footwear irade attending the Shoe & 


Leather Fair. 


British account is handled by) 


This photograph shows G. R. 
(right), with a friend chatting to Mr. and Mrs. Robert Freeman. 


VMcNear, managing director 
The North 


The Robert Freeman Company. 


Legal and Gazette 


Sign man’s bequests 
to employees 


Freperick Georce Lucas, of 2 Grange 
d., W.4., chairman of Brilliant Signs 
Ltd.. Paragon Works, Uxbridge Rd, 
W.12., left £83,454 3s gross, 
£81,297 2s. 2d net. (Duty paid £36,448.) 
His many bequests included 

100 ordinary shares in Brilliant Signs 
Ltd, to Mrs. Morton and £25 and 100 
preference shares in the company to Miss 
Morton, both of 444 Uxbridge Rd 
W.12., “These two legacies being in 
memory of Mrs. W Jenkinson nee 
Winifred Morton and in commemoration 
of the splendid services and the large 
amount of money Mrs. Jenkinson saved 
Brilliant Signs Limited during her long 


assoc.ation with the oompany 

£100 to G L. Ackland, of 
W. D. & H. O. Wills, Ltd, Bristol, “in 
consideration of bis straightforward and 


fair methods adopted in all his dealings 


with my company.” 

£200 each to Henry Lawrence, Cyril W. 
Bradman, Miss E. Clark, and J. W., 
Wyatt, £100 each to A. Clark and Mr. 
Bowden, £50 cach to Mrs Wotton, Mr 
Eve. Mr. Sargcant. Mr. Green (electri- 
cian), and Mr. Goodyear, and cight lega- 


cies of £25 each to others, if 


respectively 
in the employ 


of Brilliant Signs Litd., at 
the time of his death and not under 
notice, declaring that all legacies be- 
qQueathed to employees of the said com- 
pany have been made “in consideration 
of the unprecedented loyalty and inten 
Sive business acumen displayed through 
out a very long period.” 

One-half of the residue 
quests, was left to be 
such employees, including directors. of 
Brilliant Signs Ltd living at his death 
and not under notice, salary or 
wages have been paid by the company 
on a periodical basis immediately prior 
to his death and who have been in the 
servic f the said company ang its pre- 
decessor the Brilliant Sien Company (1907) 


following be- 
equally between 


Lid for 1S years prior thereto, and 
one-half equally between such of the re- 
mainine employees including directors of 
the said company living at his death and 
not under notice who had heen in the 
service of the said company for 2 years 
pror thereto, and he desired to record 
that having made over and paid certain 
sums and No. 2 Grange Rd. to his wife 
Elsie E. Lucas during his lifetime, he 


“deemed it more equitable to provide for 


howe wo were responsible Or aesisting 
mc in building up the business to its 
Present position which will remain 
a monument to me.” 


‘Old friends’ asked 


to buy memento 


Lr Cot Precy CottisGwoon Bueron, 
of the White Houce, Codicote Hers 
chairman of the World's Press News 
Publishing Co left £13.120 14s. 2d 
grovs, £2044 7s. Rd net ‘(Duty paid 
£370) Probate has been granted to his 
widow, Mrs. Christabel R. Burton. and 
his son, Pe-cy Basil Harmsworth Burton 
company director 

He desired that all personal debe owing 
to him on loans which he had made to 


friends be cancelled, and he left his 
shares in the Cosmopolitan Press Ltd., 
Hatchards Associated Interests Ltd the 
World's Press News Ltd.. and St. Pauls 
Press Ltd, equally between his children, 


issue. Other bequests included: 
£4.000 to his secretary Mrs, M. Betts, *‘as 
a mark of apprecation for her many 
years devoted service to me and my 
family.” £250 to the Professional Golfers 


Or to their 


Association “for the purpose of assisting 
any professional or assistant profe sional 
golfer or golfers who may be in need 


and/or out of a job”: £50 to the Brook- 
mans Park Golf Club for division amongst 


the staff; £50 to the Devonshire Club 
similarly 

The following legacies to “dear friends 
of mine to whom I owe so many fappy 
hours, to enable them to buy a small 
memento”: £25 each to James L. Har- 
wood, Bill Todd, Douglas Ingram, Philip 
Gee. Bo Roberts, Bruce Logan, and 
Johnnie Johnston, of Harpenden, and £50 
each to Col. E. Charles (Herts T.A.A.) 
and Major W. Laversack, secretary of 
the English Golf Union 

OTHER WILLS 

Thomas Bertie Lawrence, of 8 Car 
lyle Mansions, Cheyne Walk, London, 
S.W.3., advertising contractor, of J. B 
Lawrence Ltd., and founder and con- 
ductor of the Fleet Street Choir, left 
£20,188 3s. 3d. gross, £20,130 1Ss. net 
(Duty paid £2,552.) He left all his 
possessions at the date of his wil! in 
use by the Fleet Stree. Choir ant housed 


by the choir at their studio, to Doris M 
Lock of Clif End Cottage, Purley, 
Surrey, and the residue to his wife 


Crarces Pinxnam, of Bridgcham. Heath 


Rd.. Weybridge, Surrey, for many years 
manager of the publicity organisation of 
th General Electric Company left 
£25,739 15s. 1d. gross £25,629 10s, 7d 
net. (Duty paid £3,554.) 

Baston Witttam Russert of The 
Little Haven, Castle Rd.. Ventnor, Isle 
of Wight, for many years editor and 
proprietor of the Isle of Wight Mercury, 
left £14 965 14s. 34. gross, £14,918 16s. 9d 
net value. (Duty paid £1,083) 


Tan Duncan Detver. of 9 Britton Ave, 


St. Alban Herts, advertising manager 
of Percy Jones (Twinlock) Ltd. left 
£1,398 Os. 2d. gross £1,342 198. 2d. net 

Capramn Ginson FPereter Steven. of 23 
Cast! Terrac erwick upon Tweed 
director an4 manager of the Berwickshire 
News and Berwickshire Journal, eft 
£10.090 14s. 1d. gross, £6,628 14s. 8d. net 

WatLtTer ALPXANDER Jackson, of 
Heathervale, Oakleigh Park North. N 20 
chairman of Jeckson’s Advertising Service 


Old 
£32338 4s 


Broad St E.C.2 


. left 
6d. gross, £32,365 19s 


net 


CHANGES OF ADDRESS 


Marshall Hardy Ltd., to 18 Old Town, 
Swa4 


FE. Rawdon Smith, public relations ad 
visor to English Electric Group of 
Companies to Marconi House, 336/337 
Strand, WC? 

Advert/ ing Association to 1 Bell 
Yard, Fleet Street. WC? New tele- 
phone n er Chancery 4783 


ADVERTISER'S WEEKLY 


THE ONLY TWO-WAY MEDIUM OF ITS KIND 


The publication of “ INDIA 1952" in 
January this year was a remarkable 
success and our advertisers have signi- 
fied rebooking for this year’s even more 
lavish annual review to be released on 
January 26, 1954. The issue will contain 
160 pages of review with a statistical 
reference section and special art supple- 
ment of 24 pages including colour plates. 
The print order has been doubled to 
meet requirements abroad. The publi- 
cation will hold advertising from both 
India, Britain and the Continent and is 
the only medium of its class. 


India & News 


Write or telephone INDIA NEWS, High Commission of India, India 
House, Aldwych, London W.C.2 for copy of folder “INDIA 1953" 
with additional information and advertisement rates. 


WANTED — 
EXPERIENCED 


AGENCY 
FOR 


MEDICINE 
ACCOUNT 


The makers of a well-known non-ethical pro- 
prietary medicine invite applications from London 
Advertising Agencies who would be interested 
in handling this account. The product has 
nearly 100% distribution through Chemists. Only 
Agencies who have had some years of experience 
with proprietary medicine advertising should 
apply. All correspondence will be treated in 
complete confidence. Write giving particulars of 
medicine accoun': now carried to 
Box 5812 

Advertiser’s Wee\'y, 180 Fleet Street, London, E.C.4 
ORE a OS 
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et 
: TRUITT | CLASSIFIED ADVERTISEMENTS | EXGRIMINRZN 
a 4 

¥ RATES: APPOINTMENTS VACANT, 3s. 6d. per line, 40s. per display panel inch. 

me, W. M. de MAJO po lh ag hay pes tne, 35s. per display panel inch. AM other WELL-ESTABLISHED LONDON 
a . e > per play panel inch. Minimum, 3 lines. Box No 
Net has vacancy for 2 experienced charge, one line plus 9d. covering postage, etc. Series rates on appiication: all AGENCY WITH HIGH REPU- 
a Assistant Designers. advertisements under seven insertions MUST BE PREPAID. Address “Advertiser's TATION FOR INDUSTRIAL 
7 (|) DISPLAY & POINT-OF-SALES Weekly,” 186 Fleet Street, London, E-C.4. CHAancery 8844 (Ex. 15). ADVERTISING REQUIRES 
ya DESIGN. (First class presentation and . 

iy detailed working drawings Vorking . 

a detailed working drawings. | Working APPOINTMENTS VACANT SENIOR 

y tion of contemporary design essential.) Sitwatie y = e ad rise ats 

PT os Vacant: “The engagemen persons answering ese advertise: must 
i Been MINS | | be made through a Local Office of the Ministry of Labour or a COPYWRITER 

a 4 \ { Arst Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-*° “inclusive 

rte =e — by rors b —* ins unless be or she, or the employment, is excepted from the provisions of the ; 
Sa > eseclenniee ye Tasers sdagatnler agp Notification of Vacancies Order 1952.” Nimble creative thinker and 
3 Permanent, interesting work for keen, , : 
ft industrious men. polished writer with flair for 
ts Send specimens, stating briefly experi- é - 

ve ence and salary required to Miss Q ‘ * understanding technical pro- 
ae Boden, clo 33, Jubilee Place, S.W 4 
x Applications will be treated as confi- E x ort A dve rt ISIN ducts—and of top post calibre 
ee dential. for a busy and continuously 


te capable of compiling technical specifi AN ADVERTISEMENT REPRESENTA- by large national advertising require an 
i! cations from data or drawings, Electr cal TIVE with a knowledge of British in- PRODUCTION ASSISTANT 
. knowledge cassential The position is dustry required by specialised journal 


FH 
7) 


SALES PROMOTION 


Energctic man 


London, Living accommodation avail! 
able Write. giving age, experience, 
salary required to 

Box $792 Ad. Weekly 180 Fleet St BO 4 


FIRST CLASS 
LETTERING ARTIST 
required 


knowledge of typography desirable. 
Write giving experience and salary to 


firm in N.W. London area manufactur- 
ing aircraft clectrical equipment. Appli 
cants must have concise style and be 


superannuated and gives considerable 
scope to an ambitious man with ade- 
quate experience. Write stating experi 
ence, age and salary required to 

Box $722 Ad. Weckly 180 Fleet St EC4 


of experience to: 


Must be prepared to work outside London. 


Write stating age, salary required and give brief details 


Box 5753 
Advertiser’s Weekly, 180 Fleet St., London, E.C.4 


ADVERTISING MANAGER of leading 


firm of Motor Cycle Manufacturers in 


Write, giving full details of experience, 
salary required. etc, to 
Box $772 Ad. Weekly 180 Fleet St EC4 


for a position with possibilities for the 
future A man of outstanding re- 
source and ability will be adequately 
remunerated. Write to 

Box 5571 Ad. Weekly 180 Fleet St EBC4 


MANAGER 


for Advertising Agency in 
Manchester 


LONDON PERIODICAL PUBLISHERS 


age, experence and salary required to 
Box 5791 Ad. Weekly 180 I 


with at least three years agency 
experience required by progressive 
London Agency, salary £450 p a 
Write giving full details of education 
and experience to 


Box 5710 
Advertiser's Weekly 180 Fleet St EC4 


t St EC4 


THE BRITISH BATA SHOE CO., LTD., 
have vacancy for first-claw creative 
artist with sound up-to-date experience 
in handling of press and window dis- 
play advertising. The salary paid will 
be commensurate with expericnce and 
the prospects are excellent. ‘-day week. 
Staff restaurant. Accommodation in 
Company's Hotel available Applica- 
tions, giving full details of age, ex- 
perience, etc., should be sent to the 
Staff Manager, East Tilbury, dssex. 


with ideas and suitable experience of Intelligent young man required to assist in the Export 
home and export markets required by eo - £1,250. (Staff know of this 
leading manufacturers of toilet products Advertising Department of a leading manufacturer. ‘ ; : 
ae Old eatabl shed progressive company advertisement.) Write, in 
%; National advertisers. 20 miles from 
ay 


expanding organisation. Salary 


confidence, to: 


Box 5802 
Advertiser's Weekly 180 Fleet st EC4 


ARTIST—Good all-rounder required for 


publicity department of progres:ive 
engineering firm in East Midlands. 
Some experience in retouching line 
drawings, lettering and layout, Pens.on 


; theme, 5-day week, excellent condi- 
require clerk age 20-25 for adverti e- ac 
Box 5816 the Midlands requires assistant with ment department. Experience of ad- | mg tro stating age andj salary to 
ine Advertiser's Weekly 180 Fleet 81 EC4 drive and initiative Must be experi- vertisement detail and make essential ox 93 Ad. Weekly 180 Fleet St BC4 
Ri enced in handling correspondence and and ability to type an advantage. Hours 
a TECHNICAL WRITER required by a good letter writer, Age about 25/30. 9-5.30, five-day week. Write, quoting 


A Group of Companies engaged in mass 
production in the Fashion field backed 


ADVERTISING AND 
PUBLICITY MANAGER 


who has the experience and contacts 
necessary to: 


|. Plan and supervise the Group's 
Advertising and Display with the 
Advertising Agent. 

2. P.R. with Fashion and National 
Press. 

3. P.R. with other national advertisers 
into whose publicity the Group's 
products can be introduced. 

4. P.R. with che retail trade. 


4 ' Only applications giving full details will 
My be considered. 

a A go-ahead man of sound advertising TECHNICAL Sox S789 

¥ . . ‘ 9 
ye experience, especially of policy determin- ADVERTISING Advertiser's Weekly 180 Fleet St EC4 
rae ete 2 

mS ation, and ability to contact clients at XECUT 
«ll : ; E C IVE PRODUCTION ASSISTANT, experienced 
“gl Managing Director level. He will be in copy detail, ordering and checking 
ry We want another senior account blocks and typesettings, required by 
oe required to operate and develop a new executive, but we have to be W.E. Agency. Write full particulars 


Manchester Branch of S. C. Peacock 
Limited and will virtually be his own 
Ample advertising support will 
be given for local development. The 
position is pensionable with participation 


master. 


choosey because we specialise 
in technical advertising. That 
means that applicants must 
combine all-round advertising 
ability with genuine technical 
experience. If you have these 
two strings to your bow, can 
talk to a client (at board level) 
more or less in his own language, 
initiate your own ideas and then 


including expected salary to 
Box $693 Ad. Weekly 180 Fleet St EBC4 


LEADING SOUTH AFRICAN AGENCY 


requ'te a first class 
VISUALISER or LAYOUT ARTIST 


If you can conceive a copy theme and its 
presentation, pass it to the copy team 
for licking into shape, then interpret 
it to the studio, you may well be our 
man. There are large national accounts 


in profits. Salary commensurate with 
abilities, car provided if required. Send, 
in writing, full details of experience, age, 
married or single, and present salary to 


to work on. 
Successful applicant will be eligible to 
mpany’s Pension and 


see a job right through, then we 
should like to hear from you. roe on 
WRITE stating age, details of a, 


: Medical Fund. 
education, experience to date Really good salary according to ex- 
and salary required. 


perience and ability; free passage to 
GEOFFREY DADD LITD., 


Johannesburg. 
Interview will be arranged in London, 
“Woodside,” 90 Epsom Road, 
Sutton, Surrey. 


but in first instance write giving details 
of age, marital status, experience and 
specimens if possible to: 


C. BRUNNING, ESQ., Managing Director 
S. C. PEACOCK LIMITED 
21 LEIGH STREET, LIVERPOOL 


Box 5806 
ADVERTISING DEPARTMENT of en. Advertiser's Weekly 180 Fleet St EC4 


ginecring works in Willesden, N.W.10, 


require a Technical Illustrator capable REPRESENTATIVE, FIRST CLASS, 
4 of preparing line drawings K »owledgc capable of introducing new business 
a4 of publication layout and photographic initially, required by exhibition, display 
oe experience an asset. Apply siaiing age, and screen printing contractors. Write 

ih experience and salary requ ‘ed to stating full particulars. 
x $723 Ad. Weekly 180 St EC4 Box 5730 Ad. Weekly 180 Fleet St EC4 

’Pho Classifieds to CHA 8844 (Ex 25 
_ ete ’ | : 
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Octoper 15, 1953 


APPOINTMENTS VACANT 


TWO MEN WITH 
ADVERTISING FLAIR 


& 
LAYOUT-MAN 


Experienced in the production 
of workmanlike visuals and 
finished layouts; good pencil 
technique essential. 


TYPOGRAPHER 


With press advertising and 
booklet experience. 


Applicants should send no speci- 
mens, but write giving details of 
experience and salary required to 


Art Director 

E. WALTER GEORGE LTD. 
Incorporated Practitioners in Advertising 
25 Lower Belgrave Street 
Victoria, London, S.W.1 


GOOD JUNIOR ARTISTS required for 
general studio work. Apply ale 
Studios Ltd 3 Harrington Road 
South Kensington. Telephone Kaights- 
bridge 1987 

FEITORIAL ASSISTANT for well 
established class trade magazine oover- 
ing the watchmaking, jewellery and 
allied trades. Progressive job for ex- 
perienced trade journalist with pleasant 
personality for interview work, and 
flair for interpreting technical subjects 
Details of age, education and previous 
expericnce to 
Box 5788 Ad. Weekly 180 Fleet St EC4 


Experienced Agency 
TYPOGRAPHER 


wanted by 
WADDICORS 


We need a working 
typographer, used to 
getting the best out of 
visuals and adaptations. 
Phone for appointment 
GROsvenor 7511 Ext. 18 


T. BOOTH WADDICOR 
& PARTNERS LTD. 


38 Park St., London, W.1 


EXPERIENCED LETTERING AKiI1.5: 
wanted for Commercial Studio in lead- 
ing West End Agency — 5-day week 
Good prospects. Write, stating experi- 


ence and salary to 
Box 5761 Ad 


Weckly 180 Fleet St EC4 


179 


CLASSIFIED ADVERTISEMEN’S 
Pr _APPOINTMENTS VACANT 


and marked ability. 


COPYWRITER 


with first class experience wanted for 
important executive post 


Important London Publishing House offers an exceptic a 
opportunity to creative advertisement copywriter of firs: 
class experience. The position offers a very good salary wich 
really excellent prospects to a young man of good educa 
Our present staff are aware of 
desire to fill this post. All applications will be dealt wit! a: 
high level in strict confidence. Write giving full particuls 
of experience, age, salary required, etc. to: 


Box 5818 
Advertiser’s Weekly, 180 Fleet Street, London, E.C 4 


— —— 


PRODUCTION 
required by 
Calendar 


MANAGER, 
medium-sized 
Diary and Greeting 
Publishers in Central London. Organ- 
ising ability and good educational 
background essential. Apply giving full 
details and testimonials to 

Box 5821 Ad. Weckly 180 Fleet St BC4 


ADVERTISING MANAGER 


with commercial background 
required by 

growing manufacturing organisa- 

tion sclling in consumer and in- 

dustria! field. Candidates must 


youngish, 
firm of 
Card 


have energy, vision, keen sales 
sense and the administrative 
ability to use the technical re- 
sources of the company’s ap- 


pointed Agency to translate Man- 
agement Policy into effective Ad- 
vertising and Sales Promotion. 
Responsibility for stationery and 
a limited amount of personal lay- 
out work are involved but the 
company seeks a man with the 
experience and ability to assume 
an important role in developing 
its sales. The successful candi- 
date, can, if necessary, be nomin- 
ated for housing accommodation 
in the New Town, Write giving 
details of career to date, age, 
family and salary expected to 
The Secretary, 

WwW. C. YOUNGMAN LIMITED, 
Manor Royal, Crawley, Sussex. 


FE. K. COLE LTD., require a male assis- 
tam f publicity department, prefer- 
ably with agency experience. Age ap- 
proximately 2 Write, giving age, 
salary required, and details of educa- 
tion and experience, to E. K. Cole Ltd., 
Southend-on-Sea 

COMMERCIAL ARTIST wanted. Good 
opening for Junior Artist with some 
studio experience in still life and figure 
work. Write stating age, experience to 
Hallons Advertising Service, Arkley 

_Road, Walthamstow, E.17. 

SPACE SALESMAN required, fully ex- 
perienced and prepared to travel 
first-cla sports media Apply - 
SPORTS PUBLICATIONS, 46 Watford 
Way. Hendon. N.W.4. Phone Hendon 
1934 #29, 3370 

CAPABLE ASSISTANT wanted to look 
after y and accounts in London 
Office of group of Provincial weeklies 
Write, stating experience and salary 


require 
Box S784 Ad. Weekly 180 Fleet St EC4 


PUBLIC RELATIONS ASSISTANT, pre- 
cra y 


woman, wanted by well-known 
pottery manufacturers in Midlands. To 
act as PRO'’s No. 2 and organise office 
Secretaral experience cssential; PR 
press cxperience desirable. State age, 
experence ang salary required to 
Box “786 Ad. Weekly 150 Fleet St EC4 


EAPERT COPY 


scoounts 


TYPtis! i] 
department in 
agency. Apply Lambe & R 
Sceptre House, 169 Regent 
don. Wl 
ASSISTANT = required — for 
dept. of West End agency 
good knowledge of age 
Phone REG 7464 of writ 
experience and salary req to 
Box 4794 Ad. Weekly | 


FIRST-CLASS GENERAL 
Perienced = in 


for 
tising 
» Ltd, 
Lon 


fuction 
at have 


AKIIST, cx 
figure a 


gencral, for Fiecet Str c tising 
agency Reply statin ations 
and salary required to 

Box S795 Ad. Weekly 1s St BCS 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


TECHNICAL ARTIST WITH FIRST- 
CLASS EXPERIENCE requicd in 
London Area: Must be capable of exe- 
cutirne finshed) perspective drawing, 
from Blve-Prints in line and half tone 
Top salary. Write 
Box 5565 Ad. Weekly 180 Fleet St BC4 


SLOUGH. Artist required by enginecr- 
ing organisation, Farnham Royal, Nr 
Slough, to work on sales brochures, 
lettering, retouching, etc. Write giving 
details of experience to 
Box S781 Ad. Weekly 180 Fleet St BC4 


A LONDON ADVERTISING AGENCY 


requires the following assistants in the 
Accounts Department 


Two experienced § clerk / book- 
keepers (male or female)—one must 
be versed in Agency Accounts 
procedure and the paying of 
newspaper, blockmakers, printers 
purchase accounts 

One typistiaccounts clerk (female) 
for the preparation and typing of 
invoices and statements. Know- 
ledge of book-keeping and agency 
practice an advantage. Fast accurate 
typing essencial. 


These positions are permanent and 
offer scope for advancement for the 
intelligent ambitious applicant. Good 
working conditions in the West End. 
5 day week. Send full details of age, 
experience and wage required to: 


Box 5705 
Advertiser's Weekly 180 Flest 6: EC4 


ACCOUNT EXECUTIVE wanted by 
small recognsed London agency cap 
able of introducing business and taking 
charge of existing accounts Interest 
offered to the right man on a long- 
term = policy State experience and 


salary 
Box S785 Ad. Weekly 180 Fleet St EC4 


This is a job for an 
require top lev 
with the ability t 
a good knowled; 
tion of lettering 


An extremely 
embracing a ke 


Please write for 
salary required 


Brettenh: 


MeCann-Erickson 


ADVERTISING LIMITED 


require 


SENIOR 
VISUALISER/ ARTIST 


unusual combination of talent. 
reative layout planning and ideas, 
oduce finished roughs. This demands 
f figure drawing and a full apprecia- 
J} typography. 


LAYOUT MAN 


satile sense of design 
understanding of typography and 
lettering and the ability to produce finished roughs. 


appointment stating experience and 


General Manager 
McCANN-E CKSON ADVERTISING LTD. 
House, Lancaster Place, W.C.2. 


We 


is wanted, 


’Phone your Classifieds to CHA 88/4 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


180 


{ 

7° . 

“a ‘ 
> 

re ay ny \. acant: “The engagement of persons answering these advertisements must 
= e made through a Local Office of the Ministry of Labour or a Scheduled Employment 
rt for medium-size long established Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 
Sg agency handling large National be or she, a employment, ts excepted from the provisions of the 
ae Notifica acancies Ore ” 
ne accounts. Imaginative artist, 2 ae oe. 
ey well versed in free-drawing in 

ah the modern manner but able to 


produce orthodox layouts when 
required, Age not more than 
35. Salary commensurate with 
ability. 


Box 5809 
Advertiser's Weekly 180 Fleet 61 EC4 


FIRST LASS LETTERING ARTISI 
oe) required. Ring Clly #8101 | J j 
ay SPARE TIME LAYOUT MEN requ red through them, 
4 used to fashion pamphiets and 
brochure work. Phone MAYfair 7059 


for appointment The Agency has complete 


r FIRST-CLASS VISUALISER and Layout Be , 
Hl Artist required in Leading London administrative staff both in London and 
hr Studio: Must have ability to produc = 
; ideas and finished roughs Ideal and the Midlands and handles 
progressive ope a suitably —_ i 
ences applicant rite in. confidenc via ; " 
ey ge SI ty Py May oF several National accounts. 


Replies in the first instance to : 


GOLDEN 
OPPORTUNITY 


Solicitors 


Agency wish to engage a man 
capable of introducing business. 

They would also welcome propositions 

such as a working arrangement with a person, 
persons or Company in a position to place business 


GROOS, GUEST, LOWDEN & HAZELL 


5/6 Princes Street, 


creative and 


Cavendish Square, London, W.1 


EXPERIENCED LETTERING ARTISTS 


GOOD ALL-ROUND ARTIST required, 


required by Ficet St. Commercial Art salary £14 per week. Write giving de- 
a Studio Excellent prospects. Please tails. 
< MANAGER WANTED phone Mr. Hornsby CEN 2416 Box $613 Ad. Weckly 180 Ficet St EC4 
4 for old entabtiched VAUXHALL MOTORS LIMITED 
ar : “ 
DIRECT MAIL of Luton require an EDITOR for ‘ Vauxhall 


Bedford 


a news and sales promotion magazine 
out the country. The selected applicant 


PUBLICITY 


‘4 organisation . Good (1) write crisp news and feature articles; 
lt : (1) handle the mechanics of printing and blockmaking; 

salary for experienced (ii) work amicably in a busy publicity department (and in contact with a 
“4 large dealer organisation); 


man. Excellent prospects. 
Five day week. 


(iv) 


according to experience and suitability. 
with specimens if available, to 


Box 5790 
Advertiser's Weekly 140 Fleet St EC4 


produce an attractive, newsy magazine each month, largely unaided 
Newspaper training may be an additional advantage. 


Route 215, Vauxhall Motors Limited, Luton 


News’”’ 


issued monthly to dealers through- 
will be expectedto: 


Salary £700 or above 
Applications, in writing please and 


Great King Street, Birmingham, 19 Box 5464 Ad. Weckly 180 Fleet St BC4 


NEW ZEALAND 
APPOINTMENT 


Glaxo Laboratories (New Zealand) Ltd., seek an advertis- 
ing man of all-round ability and experience who will 
initiate, plan, compile and carry through all the publicity 
activities required for their Medical Veterinary and 
Consumer products. The starting salary will be modest, 
but the post is permanent, progressive and pensionable. 
Write giving full details of your career, age (28-35), 
present salary and qualifications for this new post to the 
Senior Personnel Officer 


GLAXO LABORATORIES LTD 
GREENFORD - MIDDLESEX 


COMMERCIAL ARTISE, Joseph Lucas FLLLY EXPERIENCED RETOUCHER SECRETARY /SHORTHAND TYPIST 

Limited, require a first<lass all-round REQUIRED: Must be first-class Artist for account executives in advertising 

ES commercial artist, in their advertising accustomed = to handling top-grade agency. Apply Lambe & Robinson 

a department Apply in writing to the | work. Highest salary and permanent Ltd., Sceptre House, 169 Regent Street 
Personne! Officer, Joseph Lucas Limited, position. Write in confidence: London, 1 


DIRECT MAIL DEPARTMENT of Lon- 
don headquarters group of companies, 
requires a first-class man with di-ect 
mail knowledge to supervise depart- 
ment Write, giving age, experience 
and salary, ctc., to 
Box 5782 Ad. Weekly 180 Ficet St BC4 


Leading Company of Showcard 
and Cut-out Designers and 
Manufacturers 


REQUIRE FANATIC 


as 
Assistant to General Manager. 
Must have 
1. Knowledge of trade, technical 
and sales. 
. Ability to deal with executives 
at top level. 
. Capacity to continue thinking 
of ideas during sleep. 
. Intense interest to assist 
building expanding business. 
Full details to 
Box 5824 
Advertiser's Weekly 188 Fleet 8: ECG 


ne te 


= 


in 


REPRESENTATIVE required 
ing firm of West End 
Printers. First<lass existing 
essential Salary £550 
mission. Apply 
Box 5787 Ad. Weckly 180 Ficet 


xpand- 
tterpress 
nmnection 
D.a. and com- 


St EC4 


| 


"Phone your Classifieds to CHA 8844 (Ex 25) 


Ocroper 15, 1953 


CLASSIFIED ADVERTISEMENTS | 


REQUIRED 
EXPERIENCED 
ASSISTANT DESIGNER 


For packaging and display 
High standard essential 


COMPETENT 
SECRETARY 


Good correspondent 
Qualified for responsible position 


J EDWARD SANDER 
Sia Rathbone Place 

Oxford Street WI 

MUSeum 7788 


FIRST CLASS LAYOUT, LETTERING 
AND STILL LIFE ARTISTS with 
practical knowledge of drawing for 
reproduction are invited to apply for 
position with London Agency Pleasant 
conditions, 5 day week and insurance 
‘“neme Write in first mstance giving 
Past cxperience and salary required to 
Commerc.al Publicity (London) Ltd., 
Brettennam House, Lancaster Place, 
Strand, W.C.2 = 

YOUNG MAN (completed Nationa) Ser- 
vice) for varied and interesting duties in 
Export Advertising Department of 
world-famous manufacturer in : 
London. Agency experience preferred 
but not essential. Write fully stating 
age, experience and salary required to 
Box £823 Ad. Weckly 180 Fleet St EC4 


STUDIO BRIGGS 
require 


2 retouching artists for 
black and white and colour. 
Only top class men need 
apply. Phone for appoint- 
ment. 


MUSeum 8434 


22, Chenies Street, W.C.1. 


RETOUCHING ARTIST, TOP SALARY, 
5-DAY WEEK, 
Box 5819 Ad. Weekly 180 Fleet St EC4 


Well known expanding 
London Studio require 
2 first class experienced 
retouching artists in 
black and white and 
colour. 


Box 5813 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT (lady) for accounts depart- 
ment of advertising agency. Aged 21 to 
24. Apply Lambe & Robinson Ltd, 
Sceptre House, 169 Regent Street, 
London, W.1 aaah a 

DISPLAY DESIGNER Joseph Lucas 


Limited, require a first-class all-round 
man in their advertising department, 
apply in writing to the Personnel Offi- 
cer, Joseph Lucas Limited, Great King 
Strect, Birmingham, 19 Pa 

WANTED for Publicity Controller of 
large international company, a secretary 
who is a first class shorthand typist 
with an extensive knowledge of the 
English language and an ambition to 
gct on. The salary will be generous, 
the hours variable, and the work ex- 
tremely interesting, as the main product 
is in the women’s ficld. Please write 
Stating details of age and experience to 
Box S826 Ad. Weekly 180 Fleet St EC4 
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Octoper 15, 1953 


APPOINTMENTS VACANT 


FIRST-CLASS STENCIL CUTTERS (Silk 
Screen Printing) required. Permanency 
Apply in person to G. meywens March 
Ltd., 321 Lillie Road, S.W 


ENGINEERING PUBLIC ? ‘LAYOUT 
ASSISTANT required. Advertisement 
Catalogues, leaficts etc. for Publicity 
Department of light engineering com- 
pany. Able to produce finished work 
Reply stating age, experience and salary 
required. 

Box 5825 Ad. Weekly 180 Fleet St EC4 


ll 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


COPYWRITER, Applications are invited 
for t position of copywriter in the 
advert sing department of leading 
photographic firm near London. Experi- 
ence jvantagcous but not essential 
Age not above 30. Non-contributory 
pension scheme. Apply 
Box ‘#28 Ad Weekly 180 Fleet St EC4 


Visualiser. 


A REALLY FIRST CLASS 


VISUALISER 


is offered an exceptional opportunity in 
the Creative Division of one of London’s 
leading publishing houses 


A generous salary and excellent prospects await a first class 
He must be really experienced and have out- 
standing ability to fill this post. 
of our desire to fill this vacancy. 
Write, in full confidence, giving particulars of experience, 
age, qualifications and salary required to: 


Box 5817 
Advertiser’s Weekly, 180 Fleet Street, London, E.C.4 


Our present staff are aware 


PRODUCTION ASSISTANT required by 
W. London Agency. Good intelligence 
essential to assist on group of accounts 
(mainly technical) direct under accounts 
executive, as well as routine block 
ordering and copy detail. Male or fe- 
male assistant considered. Write only 
initially stating experience and salary 
required to AG.R. 18 Thurloe Place, 


Required for production depart- 
ment in large West End Agency, 


Experienced 
Production Man 


to work on Nationally advertised 
accounts. 

Previous agency experience 
essential. 

Write giving full particulars 
including salary expected. 


Box 5815 
Advertiser's Weekly 180 Fleet St EC4 


KEEN YOUNG SPACE-SALESMAN 
required by well-known group of Fleet 
Street periodical publishing companics. 
Commencing salary £7-£8. Full particu- 
lars of age, experience, etc, in strict 
confidence, to 
Box 5833 Ad. Weekly 180 Fleet St BC4 


ASSISTANT 
REQUIRED 


18/23 years Male or Female 
to work under direct supervision 
of Publicity Manager of expand- 
ing manufacturing concern West 
End, London. 

The Applicant should be able to 
produce visuals and good selling 
copy. Finished art an advantage. 
Experience not essential. 

Write fully stating salary required 
to: 

Box 583! 
Advertiser's Weekly 180 Fleet $1 EC4 


REPRESENTATIVE required, experience 1 


paper sculpture, display units. TEM 
1142 

Progressive London agency offers 
interesting opportunity for 


LAYOUT 
MAN 


with agency experience (3 or 4 years), 
to jor team of at pre- 
sent three strong. Should be capable 
of producing slick 
Write stating age, 
required, 


visualiscrs 
pencil roughs 
experience, salary 
to 

Box 5834 
Advertiser's Weekly 180 Fleet St EC4 


WILL THE GENTLEMAN from Edmon- 
ton who answered “Production” adver- 
tisement Box 5776, last week. kindly 
write again as his letter was inadver- 
tently destroyed 


Box 5776 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


_ GO-AHEAD YOUNG MAN 


(25) able and experienced 


secks progressive position 
Panding Agency or Advertising 


with ex- 
De- 


Dartment. Sound knowledge of print 
and production. Initial roughs and 
copy. 5 years agency experience 12 
months as assistant to an Advertis- 
ing Manager. Good personality and 
appearance ery rehable. Sound 
reason for changing present position 
Full details on request. 

Box 5830 


Advertiser's Weekly 180 Fleet St EC4 


Cc OMMERC TAL ARTIST 

6 round commercia! 
desires change. N.W 
ferred 


Young lady, 
art experience 
of England pre- 


Box 5799 Ad. Weckly 180 Fleet St BC4 
YOUNG MAN (24), with flair for creat 

ing joured sketches of trains, ships, 

etc. .» action, secks position in studio 

or treclance work 

Box 579% Ad. Weekly 180 Pieet St BC4 


APPOINTMENTS WANTED 


KEEN LETTERING ARIIS!, chool 
background, tip-top Agem. ¢\ rence, 
secks post 
Box 5667 Ad. Weekly 180 St BC4 

ADVERTISING EXECUTI\E. ound 
Agency background—Cont nning, 
Production Control) Orga: » Art 
Buying, House Journals ct ks new 
responsible active position 
Box 5829 Ad Weekly 180 ECA 


CREATIVE LONDON AGENCY man, 
27, experienced visualiser 


itor on 
National and Technical ‘ s. Top 
grade presentation roughs. «ch respon- 
sible post where versatil 1 con- 
temporary advertising are 
appreciated. 

Box 5822 Ad, Weekly 180 St EC4 


ADVERTISEMENT REPRI SIS) ATIVE 


secks change Age 32 ( owner. 
Much varied selling expe: Resident 
Nth. Cheshire. Basic sa d com- 
mission preferred, 
Box S800 Ad. Weekly 180 | St EC4 
CREATIVE ARTIST with us” @x- 
pericnce at present wor n large 
London agency as vi layout 
artist and copywriter wi ke part- 
time employment. Capat produc- 
ing finished art work if i j 
Box 5803 Ad. Weekly 180 fict St BC4 
YOUNG ADVERTISING EXECUTIVE, 
30, desires position with facturers 
or merchants to under h depart- 
mental organisation oy ! entail- 
ing print design and production, direct 
mail, press, exhibitions «ity, etc. 
rite— 
Box S810 Ad. Weekly 18 Ticet St BC4 
A YOUNG (Q©1) woman ex need dis 
Piay and store advertis: seeks pro- 
gressive post as jumtor artist 
Box 5797 Ad. Weckly 180 Ticet St BC4 


COPY AND STILL Lif 


PHOTOGRAPHER 


at present managing London studio, 
seeks appointment in or near 


COLCHESTER 


Box 5796 
Advertiser's Weekly 180 Fieet 61 ECE 


SHORTHAND-TYPISTS. |r vate Secre 
taries, Clerks, etc. If you are in 
urgent need of staff, contact 
Bureau, Excel House Whi 
Street, W.C.2. (WHlteha!! 5924). We 
specialise in efficient personnel, 

COMMERCIAL ARTIs! age 184, 
exempt National Servx ww free, 
keenly interested enter fewmion as 
traince Nominal salar Write Box 
Z.1T.893, Deacon's, u | cadenhall 
Sueet, E.C.3 

MALE SHORTHAND TYPIST studying 
for D.A.A., secks post a» sistant with 
view to permanency on itive staff, 
Initiative and personality. specimens. 

et St BC4 


Box 5612 Ad. Weekly in) | 


FILMS AND TELEVISION 
CREATIVE FILM DIRECTOR 
SEEKS POST 


With agency deve g 
this Service 


Box 5808 
Advertiser's Weekly 180 ficet 81 EC4 


" FREE LANCE SERVICES 


ARTIST capable of ha lettering, 
technical line and airt work. Top 
designs and film advert eg oot figure). 
Quick service, reasona! ces. Phone 
ENField 4145 

ARTIST, DRAUGHTS\: All forma 
oft artwork, commercia ching ang 
technical. First-class only 
Box 5804 Ad. Weekly er St C4 

HIGH STANDARD lettering 
artist requires free-lan 
Box S805 Ad. Weekly 1 St BC4 

TECHNICAL ILLUSTR  secke new 
contacts Perspective led views 
etc. from blueprint, |i rk only 
Box £820 Ad. Weekly fleet St BC“ 


Phone your Classifieds to CHA &'44 (Ex 25) 


ADVERTISER'S WEEKLY 


FREE LANCE SERVICES 


POINT-OF-SALE and package designer 


desires additional commissions, PER 
9126 

FIGURE STUDIES —PIN-UPS, etc. Con- 
tact Lansdowne Studios, 7 Stockwell 
Road, S.W.9. Tel. Brixton 3711, 


COPY THAT SELLS! 

A copywriter of exceptional experience, 
background and talent, offers his services 
to all needing sales and advertising 
copy that gets results. Booklets, 
Brochures Direct Mail. Editorial. 
Radio, Television and Film Scripts. 
24 hour service if needed. 


Box 5807 
Advertiser's Weekly 180 Fleet St EC4 


- ACCOMMODATION 


SUPERIOR MAYFAIR ee E BUILD. 
Lh ane. Floor 


> directly off Park 
area exceeds 4,000 sq. ft ro includes 


imposing office of 900 sq. ft. and s/c 
director's flat Long lease. t 
£18,750. Powell, 23 Coleman Street, 
EC. MON 4575 


IDEAL OFFICES TO LET, Ludgate Hill, 
Single offices, self contained suite, oF 
entire floor Furnished or unfurnished, 
Phones all rooms Building always 
open From £3 weekly. SPEedwell 
4786 

WEST STRAND. 
floor. Newly decorated. £4 per week. 
Phone TEMple Bar 1744, 


BUSINESS OPPORTUNITIES 


Original 


DIRECT MAIL 


Design, Production, Distribution 


GRIFFIN STUDIOS 
74 London Road, Croydon, Surrey 


Office to let. Ind 


NEW ADVERTISING SCHEME involv 
ing television for sale due to lack o 
capital Television «Advertising Co.,, 
Lid., TRA 1614 , 

ADVERTISING AGENCY, old estab- 
lished, fully recognised, Registered Prac- 
titioners offering D rectors’ personal 
attention, can efficiently handle one or 
two more smali to medium accounts, 
Box 5739 Ad Weekly 180 Fleet St BC4 

PERIODICAL Printer as portnes for 
new monthly journal wante 
Box S811 Ad. Weekly 180 Ficet St BC4 


MISCELLANEOUS _ 


PIN-UPS for newspapers, magazines and 
calendars, also free lance artists, Par- 
ticulars, of these and of our enormous 
Model File, apply Philip Goulop Photo- 
graphs Litd., 24 Kensington Church 
Street, W.8. 

DEBTS COLLECTED throughout Britain, 
No result—no commission Brilegal 
(Estab. 1919) 80 Leeds Road, Bradford, 


PRINTERS. 


PROVINCIAL PRINTERS 
in a position to handle one or two 
medium sized publications would be 
pleased to hear from publishers. 

COALVILLE TIMES LIMITED 

COAL VILLE--LEICESTERSHIRE 


Tel. Coalville 83/4 
1 YOU NEED QUALITY printing at 
cconomic prices, and at short notice, we 
can help you. Photo litho and letter- 
press department’ H & G. FARMER 
Ltd, 337 Kenton Road, Kenton, Har- 
row. WOR ‘4402 


COLOUR PRINTING 
FOR INDUSTRY 
Enquiries invited 


COALVILLE TIMES LTD. 
COALVILLE LEICESTERSHIRE 
Telephone: COALVILLE 83 
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ADVERTISER'S WEEKLY 


Thousands of 
free sites 


at point- 


gladly 


given! 


Your message brought prominently 


before the purchaser — in the shop itself! That is how a Redfern Advertis- 


ing Rubber Mat completes your advertising campaign. These mats—col- 


ourful, useful and hardwearing — are welcomed by shopkeepers as part 


of the furnishing of the shop. Good positions, continual display, the 


goodwill of the trader—could you ask more of any advertising medium? 


DOOR MATS - FLOOR MATS + COIN MATS 
DARTS MATS - BOWLS MATS 


incorporating any trade name, mark or slogan in 
a variety of colours, can be supplied. 
Write for this folder containing details of 


these permanent point-of-sale reminders. 
They could be working for you. 


ADVERTISING RUBBER MATS 


REDFERN'S 
NATIONAL AOVERTISERS' 
T.P.306 


Published by the Proprietors. ‘BUSINESS PUBLICATIONS, Ltd., 
October 15, 1953. 


woRr«s tLimiteod 
DIVISION - HYDE - CHESHIRE 


Arthur pion Service 


Tuurspay, Octosper 15, 1953 


—STOP PRESS — 


COSTS OF FILM 
ADVERTISING 


(continued from page 119) 


national campaigns. The drop in 
admissions last year reduced the per- 
centage to around 34 and a calcula- 
tion based on January-March 1953 
figures shows a further decline to 
33-25. 

“Receipts from entertainment tax 
suggest that the second quarter of 
1953 will show an improvement over 
the first three months in the num- 
ber of admissions. This would prob- 


| 


SIGNAL EFFORT 


Dorland Advertising Ltd. 
reserved space (mainly Sh in. wiple 


| on behalf Automatic —— 3 
ly a 


Electric Co., Ltd., in 400 
weekly provincial newspapers tyin 
up with special Road Safety edito 


| pages organised for National Road 
| Safety Week, October 17—26. 


ably indicate only a slight and per- 
in the | 


haps temporary’ check 


declining trend. 


“In the absence of any rate ad- — 


justment advertisers have for a long 
while past been getting progressively 
less value for their money, and in 
their interests the 1.S.B.A. film com- 
mittee is watching the situation 
closely.” 


AD. SPURT FOR 
MOTOR SHOW 


Car manufacturers will be spend- 
ing more on advertising during 
Motor Show which opens at Earls 
Court next week than ever before. 
Record post-war number of new 
models will be on show. 

Austin will launch heavy advertis- 
ing next week with large spaces, 
including half pages in national daily 
and Sunday newspapers and pro- 
vincials, colour pages in class maga- 
zines, half-pages in popular weekly 
magazines, three whole pages ia 
motoring press and extensive poster 
campaign. New “baby” Austin will 
be strongly featured in this scheme 
a is handled by S. H. Benson 

Ford, who already have in hand 
their biggest ever campaign for new 
Anglia and Perfect cars, are expected 
to announce new “utility model” 
next week. Rumble, Crowther & 
Nicholas Ltd. are agents. 

Morris: Half pages in national 
dailies, 11 in. triples in sporting 
papers. Slogan—“If you put quality 
first you'll be glad you bought a 
Morris.” Agents: Dorland Adver- 
tising. 

Vauxhall: Spaces in London even- 
ings, motoring press and weekly 
magazines. Agents: W. S. Crawford. 

Hillman: Large spaces in national 
dailies and Sundays, London even- 
ings, and colour ads. in class maga- 
zines. Slogan—*‘Hillman, a bigger 
and better range.” Agents: Basil 
Butler Ltd. Similar scheme for 
Humber. 

Rolls Royce and Bentley: New 
ads. in “The Times.” Agents: Dor- 
land Advertising. 

Standard: 11 in. triples in national 
dailies, 8 in. doubles in Sundays and 
London evenings, 4-colour spreads 
in motoring press. Agents: ioeeee 
‘uming. 


Women’s Advertising Club of 
London was described as “jolly good 
advertisement for ladies” at its first 
monthly dinner of season, held at 
Trocadero. Speaker was H. M. Gor- 
don Clark, chairman, Matthew 
Clark & Sons Ltd. (Martell Brandy 
firm). His talk, entitled “Fun and 
Games,” dealt with the use of 
leisure. 


at their office at 180, Fleet Street, London, E.C 4 
Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establish 


Copy stresses that extra money 
has been made available to local 
authorities for more road signals and 
urges readers: “Add your voice to 
the call for signals which cost so 
little yet do so much to reduce the 
toll of the road.” 


LUDGATE GARDENS 
EXTENSION 


Luadgate Gardens—bombed site 
near St. Paul’s Cathedral which two 


| years ago was converted to accom- 


modate shops, restaurant and 
demonstration grounds—is to be ex- 
tended. New facilities for advertis- 
ing being offered in way of poster 


' sites, chalets and showcards. New 


department, Ludgate Gardens Ad- 
vertising Service formed to handle 
new extension. Head of Advertising 
Service is Angus Darling, a director 
of Ludgate Gardens Ltd. Sales man- 
ager is being appointed. 


DPSPA CONTESTS 


Record number of entries ex- 
—y for 1953 competitions organ- 

d by the Display Producers and 
Screen Printers Association. Judging 
will take place at S.T.A.R. Centre, 
Park Lane House, Park Lane, W.1, 
where all entries will be exhibited 
for four days. 


3-D IN COLOUR 


3-D art work that retains its 
colours even when seen throw 
coloured spectacles is to be seen in 
exhibition of 11 drawings by two 
artists Norman Herod and Douglas 
Kenton at Artists House, Manette 
Street, London. Broad colour sur- 
faces, notably blue and green, come 
through the spectacles with consider- 
able success. It is claimed new tech- 
nique can be applied to advertise- 
ments. 


Plans for initial distribution of the 
new daily “Recorder” extended to 
take in Midlands and South Coast 
as well as London and Home 
Counties. 


The publishers and circulation 
executives of the “Daily Mirror” 
“Sunday Pictoral” and “Reveille” 
held their annual dinner party for 
the London wholesale trade, under 
the chairmanship of A. E. Ashwell, 
circulation director of the group, at 
Kettner’s Restaurant, London. 


Rooster Publicity Ltd. appointed 
agents for Aveling Barford Ltd., of 
Grantham, road rollers and con- 
tractors’ plant. Agency will also be 
responsible for cam oe covering 
all colliery and mining papers for 
Campbell Richie, mining engineers, 
Bedford. 


Campaign for new Olivetti “Lexi- 
kon” typewriter includes full triple 
and 11 in. triple column spaces in 
class nationals and leading provin- 
cial newspapers. Agents: T. Booth 
Waddicor & Partners. 


(Phone: Chancery 8844.) 
ment. 
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